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@ Carl H. Mueller has twice 
headed the Texas Shoe Re- 
tailers Association as its 
president. He conducts a 
high grade business in 
Austin and his interests 
run from president of the 
Boy Scouts for his district 
to knowing Kiwanians by 
the score. @ These con- 
tacts score heavily for Mr. 
Mueller in developing busi- 
ness that is friendly and 
lasting. In this article he 
tells how he answered, in 
his business, the question 
of whether to sell or not to 
sell cheaper shoes. 
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Personalize Your Business 


My salesmen were continually coming 
to me with reports that our trade was demanding cheaper shoes. I was de- 
termined that, if it were possible, I would maintain my grades regardless of 
what looked like a demand for lower priced merchandise. The situation was 
such that I decided a careful check should be made on the sales that were 
actually being missed. 

Each salesman made a report on lost sales. The information entered on 
each report was as follows: Why the sale was lost; if it was lack of size, 
style or price. This information afforded me a splendid opportunity to dis- 
cover that in many instances salesmen were not sufficiently alert in changing 
a customer’s reference from one shoe to another. 

The important thing revealed, however, was the number of customers re- 
questing cheaper merchandise. I analyzed the problem in this manner. Our 
trade always bought shoes on the basis of fit, comfort, style and smartness. 
Many had either bought or were about to buy lower priced footwear. I 
knew our trade would not be satisfied with shoes that gave unsatisfactory 
service. On the basis of this deduction I called the salesmen together and 
advised them we would not resort to cheaper shoes, and I told them I ex- 
pected them to develop every selling opportunity to the fullest. I encouraged 
them and pointed out the advantages of my decision. This happened in early 
November. 

During the six weeks that followed we had a great many more customers 
than in a long time. I know positively that my judgment in November has 
been vindicated. Customers who strayed away in the hope of being satis- 
fied with lower priced shoes have returned in great numbers. 

Lower grade of merchandise, if you have a place for it, is all right. But 
if you introduce it into your high grade business you complicate your selling 
and service. If you sell lower priced shoes in your top-grade department be 
prepared to render the top-grade service to your cheaper shoe customers. 
They'll demand all that a $16.50 customer secures and perhaps something in 
addition. 

I spend most-of my time on the floor of the store. Today you must know 
who your customers are and they in turn want to know who you are. Cus- 
tomers buy with greater confidence when they see an executive of the com- 
pany interested in the service being given them. 

The owner of a business from my viewpoint must personalize his business. 
The results obtained from personal contacts made in various ways are tre- 
mendously helpful. Every executive can to some extent make contacts that 
will prove profitable to him. These contacts should obviously not be made 
with the intent of selling shoes only. But from them business will develop 
that it would be difficult to get in any other manner. 

In the shoe business the head of the firm can no longer isolate himself 
from hus customers. It is the one great asset of every independent merchant 
that he can meet them face to face. He should cherish the opportunity and 
make the most of it. 

CARL H. MUELLER. 
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hen She Wears Cotton Plaids 


Summer Oxford or Tailored Pump 


Will Be Smartest for Sports 


By MADAME HAMILTON JEFFRIES 


— are extremely smart this season 
and the diagonal meshes in white and plaided effects are 
listed in all the select specialty shops for casual and play- 
ground wear. 

The vogue of light and airy sports wear is not only 
confined to the no sleeve frocks with contrasting jackets 
but includes jackets and shirts with fancy pullover sweat- 
ers. Spectator types in footwear are selling very freely. 

The darker browns as well as the old penny shades are 
worn as contrasts in the North and Middle States, while 
the Southern States and the Coast must always wear the 
lighter colors because of climatic conditions. 

In the spectator types the natural base with the brown 
trims is both smart and fitting for all parts of the coun- 
try. The novel treatment of the tip and the lightness of 
the pattern makes this type of footwear a safe buy for 
the coming months. 

The summer oxford and the tailored pump seem to be 
the choice of spring buyers this season. 

Merchants who have found it difficult to move their 
carry-over of brown shoes this passing season will per- 
haps be able to feature and sell these browns if catchy 
and different advertising appeal is employed. 


Sixth in a Series 
of Practical 

Summer Style 
Suggestions 
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The Race Is On! 


SPRING SELLING STARTS 


W. have had a dozen false spring 
starts this season. Here and there the country over, 
spring has started and then stopped. 

In former years we have had an early spring and 
a late spring. Sometimes a rush of regular selling 
in February of smart styled shoes tempted the cus- 
tomer to buy an early pair, so that six weeks later— 
that same customer would be in the store for a second 
spring pair, just as Easter appeared. This season, the 
weather has been what might be termed in and out. 
Customers in the early spring-like days have not 
really been in the mood for smart styled shoes. 

What do we see ahead of us? A spring of six 
weeks’ duration—April 6 to May 15. In former 
years this would have been termed “Third Spring- 
time.” Present indications are that it 
will be the best six weeks selling of 
the season. Merchants’ greatest possi- 
bilities for profit exist during these six 
regular spring weeks. If the stores of 
this country must concentrate their 
best spring selling efforts into six sell- 
ing weeks, it is well to start right now 
an extensive sales promotion for that 
period. Every merchant and every 
clerk should look to his selling ability 
in these six weeks. 

In the garment trades there is a 
definite feeling that no great new de- 
mand for smart merchandise would be 
experienced this season previous to 
Easter. In the garment fields, the im- 
portance of the covering coat throws a 
blanket of selling over new apparel— 
suits and the like. So the garment 
trades have come to the general opin- 


ing Race: 
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Six Selling Weeks for 
Spring Shoes: 
April 6 to April 11 
April 13 to April 18 
April 20 to April 25 
April 27 to May 2 
May 4 to May 9 
May 11 to May 16 


The Summer Shoe Sell- 


May 18 to July 4 


ion that the sales possibilities of this season will be 
condensed into the six weeks following Easter. 

Easter has in the past been a definite shoe season. 
It may still be a satisfactory selling season if it car- 
ries with it a momentum that swings into the six fol- 
lowing selling weeks and the shoe trade is in an excel- 
lent position to move a volume of goods at regular 
prices, regular profits and regular service. 

In the garment trade there is also a feeling that six 
early summer selling weeks will follow from mid- 
May to the 4th of July. Not much consideration is 
given to the period following the 4th of July for siz- 
zling hot summer novelties are then only salable. 

Every store needs to plan, in the next fifteen days, 
its selling promotion for the six best selling weeks of 
the spring season, that lead to the six 
early summer selling weeks. If every 
store can get a plus volume of business 
in this twelve weeks period, it will 
show a fair business total for the first 
six months of 1931. To that end, we 
put rounded emphasis on the impor- 
tance of these twelve selling weeks. 
This is the time for buying prepara- 
tion for these twelve weeks. This is 
the time for the coordination of mer- 
chandise, advertising and store service. 
This is the shoe trade’s greatest sell- 
ing opportunity. 

Visualize the needs and desires of 
your customers during this selling pe- 
riod. Determine what types of shoes 
they will want and estimate as nearly 
as possible how many pairs. Then 
check your stock to determine what 
you should buy. 











ln the present cycle of price 
adjustment, it is apparently a case of using every 
available lever to move the goods. And price un- 
doubtedly is a powerful sales lever. 

A major group of shoe stores stands for the even 
dollar and half-dollar price mark. Another group 
believes the retail price should be marked according 
to a fixed, definite mark-up with a dime or nickel 
ending. A comparatively small number of insurgents 
—call them pioneers if you will—are putting the high 
hat on the odd penny price which is generally asso- 
ciated with bargains. 

To review the odd price situation a bit. For a 
long time retail prices ending with pennies were in- 
variably associated with “bargains” on underpriced 
merchandise. Regular goods carried regular or even 
dollar prices. Mail order houses and department 


stores first educated the public to the buying of regu- 
lar goods at other than the customary fifty-cent and 
dollar jumps. 

One shoe man pioneered in the 25-cent jump. 
Twenty years ago A. H. Geuting was forcibly crusad- 
ing for a better profit for retail shoe men. His fam- 











ous Rule of Six did something toward breaking down 
the even dollar way of arriving at the correct selling 
To quote Mr. Geuting: 

“T say there is only 10 to 35 cents difference in the 
price of a pair of shoes between a big loss and a fair 


price. 


profit for your business. I know it is no more diffi- 
cult to sell a pair of shoes at $6.60 than at $6.50; at 
$7.25 that at $7; at $10.50 than at $10.” Even with 
the logic of a forcible speaker and the added pres- 
tige of being the president of the National Shoe Re- 
tailers Association, together with his deserved repu- 
tation of being one of the able and successful retail 
shoe merchants of the country, Anthony H. Geuting 
did not stir the retail shoe trade to any great ex- 
tent in abandoning their traditional method of price 
marking. 

Several years ago the Regal Shoe Co. entered the 
odd price field with the jingling price of $6.60, a 
price that caught and held the public’s mind. For 
the past few years retail shoe merchants have been 
experimenting with what retail price has the best 
trade acceptance. Byck Bros. in Louisville found a 
few years ago that the $10.50 price produced more 
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sales than $10 in their women’s department. Women 
thought they, were getting more for their money at 
the $10.50 marking than at the even price of $10. 
The same reasoning does not hold true in the case of 
men. Mr. Man wants to know why he is being gyped 
the 50 cents when a price of $10.50 is put up to him. 
He will pay $11 or $12 without question but not 
$10.50. 

Back to the woman customer. It has been demon- 
strated to the satisfaction of a good many merchants 
over the country that the 50-cent price, when applied 
to shoes over the $10 grade, will sell more shoes than 
the even dollar price. A shoe marked at $20 is sure 
to go sour, while it may sell at $22.50. The Potter 
Shoe Co. wrestled with the pricing problem for some 
time, especially in their top seliing floor “salon” which 
Ted Orr nursed along. The aforesaid conclusions 
were reached by them in common with many others. 

In many department stores the technic calls for 
the odd penny prices. One shoe buyer, 
Oscar Fisher, from Knoxville, gives this 
version: “It has been our experience, as 
a department store operator, that odd 
prices appeal to women more than even 
prices. I personally feel that $3.33 or 
$6.69 would not be any more appealing 
than $3.49 or $6.98. We are using the 
odd prices on all our shoes under $10. 
We feel that on merchandise selling at $10 
and above, even prices would be more ap- 
pealing to that class of people. As to the 
bearing of odd prices on future business, it has al- 
ways been, in my opinion, good practice to offer 
merchandise to women at odd prices, and I do not 
feel that odd prices would have any ill effect on 
the future pricing of merchandise.” 
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Ea. Williams, who has been holding 


down the shoe buyer’s job at the Boston Store in 
Phoenix since—well, for a long time—uses the even 
dollar upstairs but inveigles the Mex. into the base- 
ment with the odd cent method. He is backed up 
in this program by H. P. Walker of Jackson, Miss. 
W. E. Neubold of Smith-Kasson, Cincinnati, am- 
plifies this a bit: “I do not approve of off prices at 
all. For instance we have run $7.50, $10.50, $12.50, 
$14.50, $16.50, $18.50 and $22.50, which has been 
our policy for a number of years. However, we be- 
lieve that, owing to the period we are going through, 
it is better to eliminate the $18.50 and $22.50 at this 
time. We find the $7.50 up to and including $14.50 
very active sellers. During our last sale period, our 
price was $6.75. It had the best drawing power of 
any price in the last six months as a sale price.” 
For a clear concise statement, the one originating 
with the general manager of the R. H. Fyfe Shoe 
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Co. is certainly all inclusive. A. O. Day says: “For 
stores selling the better grades of merchandise, we 
believe the even prices are more desirable. That 
is such prices as $8.50, $10 and $12.50. The only 
exception in our store is during our pre-inventory 
sales, which are held twice a year for a short period 
and merchandise advertised on the front page of 
the Shopping News. We doubt if odd prices stimu- 
late sales much beyond one or two days, and in stores 
continuing to feature merchandise at $6.40 or $5.85, 
the public would soon become familiar with the fact 
that these are the regular prices and would not be 

influenced to buy beyond regular needs.” 
The president of the Imperial Shoe Store, New 
[TURN TO PAGE 70, PLEASE] 
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Can you remember 
"way back when.. 


When women thought it smart to be extravagant? 
When they liked to boast about the outrageous prices 
they paid for shoes? When $10 and $15 and $20 
were considered the only fashionable shoe prices? 








All that seems far-off and long ago. Today it’s smart 
to be thrifty. Today, women with much mouey as 
well as women with little money take pride in discove 
ering bargains. The sensational shoe bargain in New 
York today is Macy’s $2.97—the new low price on 
our famous $3.96 shoes. 


Smart women are buying smart shoes 
for 3 pennies under 3 dollars 


Don’t shudder at the low price. These $2.97’s are not 
cheap shoes. They are high-style shoes and they ar@ 
being bought by women who recognize high-style 
merchandise. Come in tomorrow, Let these $2.97’¢ 
prove to you that— 


Its Smart 


to be Thrifty 


2.97 


now buys 


the *3.96 SHOE 
that Macy’s made famous! 


LOWER PRICED SHOE SECTION—FOURTH FLOOR 




















Odd prices for shoes at Macy’s form part of a store wide merchan- 
dising policy that has played its part in building a remarkable retail 
success. 
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Practical sales promo- 
tion pointers by a man 
who knows his stuff 
and has proved he 
knows it. As advertis- 
ing manager for Krupp 
&Tuffly, Inc., of Hous- 
ton, Texas, “Mike” 
Murphy is one of the 
factors contributing to 
the success of that up 
and coming retail 
organization. 


I: has been my experience that most 
retailers — particularly shoe retailers—are always 
anxious to do something better, no matter what it is. 
Acting on that thought, let’s just review some of the 
things we have heard about or should know about 
with a view to bettering our shoe advertising. There 
are many ways and many methods by which it might 
be done, but they are probably in most cases offshoots 
from the six suggestions which follow. You can go 
as far as you like from the basic ideas, but first let’s 
be sure we understand the basic ideas. 

1. DO A BETTER JOB OF PLANNING your 
advertising. There is no excuse for hit-and-miss mer- 
chandising methods today—so Old Man Economics 
just knocks the spots out of the hit-and-miss mer- 
chandiser. And there is no excuse for a lack of plan 
in advertising your store. If you have just so much 
to spend for advertising and choose to spend it in 
newspapers, make your plan something like this: 

Twenty-six hundred dollars to spend for space. 
This amount divided by $1 a column inch gives you 
2600 column inches of advertising for the year. That 
gives you in turn 50 column inches a week for the 
fifty-two weeks of the year. Break that up as you 
please; divide it by departments as they earn it by 
contributing to your volume. 
Or if your appropriation is 
larger, your planning will 
probably go through three 
steps: First, to decide the 
amount to be spent for adver- 
tising for the year or the sea- 
son, Second, to divide that 


into amounts to be spent in 





Six Sure Wayss f 






By y 
MICHAEL 
MURPHY ? 








each medium—newspapers, direct mail, window dis- 
plays, radio, or other—and, Third, amount in each me- 
dium for each of your departments, if you have more 
than one. : 

By knowing just what number of advertisements to 
run in the newspapers, how many special mailing 
pieces you are going to print, or whatever else you 
are going to do, you can naturally put more thought 
into what you are going to say and how you say it 
to your prospects. 

Every plan should make allowances for seasonal 
variations in business, so that 10 per cent of the ad- 
vertising money will not be spent in some quiet month 
accounting for only 6 per cent of the volume, or other 
like situation. 

2GETTHEMOST 
FOR YOUR MONEY. 
That does not mean to try to 
buy the biggest quantity of 
advertising for your bank- 
roll; but rather all of the 
right kind of advertising you 
can for it. To get the most 
‘ advertising for your money 
make an estimate of your production, space and other 
costs incurred in connection with all of your adver- 
tising. When you get your costs down on paper, you 
will figure again and again, weighing the value of this 
against the value of that, and when you have finished 
you will have made a mental shopping tour that proved 
your ability as a buyer of advertising. 

Space in publications is easy to estimate on your 
cost sheet. So are art and engraving costs, if you 
estimate the number of individual newspaper adver- 
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Make Your Advertising 
Sell Shoes 


tisements or mailing pieces and then estimate the 
number of drawings or engravings needed for them. 
The other things on an advertising estimate are easy 
to figure, too. Only by planning your costs on paper 
can you keep them where you want them and be sure 
of getting the most of the best advertising for the 
money. 

3. MAKE BIG IMPRESSIONS. Most smaller 
shoe retailers say to that, “How in the world can a 
man like me—with a small advertising appropriation— 
make a big impression?” The answer to that is to 
make a few big impressions and stop trying to make 
a little impression every day. Unless there is some 
price inducement, you can’t get many people excited 
about any shoe ad, especially the small two and three- 

column ones most shoe stores 
run. Then why try to do it? 
Smaller ads are fine for re- 
minder purposes, or for fea- 
turing one or two special 
items for immediate action. 
If you want to create big im- 
pressions use big methods— 
use big space! Gather a few 
of these smaller size ads together, center on one big 
idea, put it in the space made up of all your little ads, 
and watch your new big ad make impressions for you. 

The advice governing such situations might well 
be: Frequency of appearance is not so important as 
making your ads register when they do appear. Big 
space used less often does register for lots of other 
lines of merchandising effort. 

4. USE BETTER ILLUSTRATIONS. The 
nerves from the eyes to the brain are said to be larger 
by many times than the nerves from the ears to the 
brain. And when one can use pictures instead of 
words, printed or spoken, use them and employ just 
enough words to form a connection with the picture. 
At best a drawing or photograph of a pair of shoes 
is a miserable attempt to picture all that it means to a 
reader, so with that handicap before we start to ad- 
vertise, why would it not be wise to pay more atten- 
tion to our illustrations in shoe advertising. If you 
can spend but a limited amount for drawings of your 
shoe, let them be few but fine. To quote a thought 
from Earnest Elmo Calkins, one of the foremost 
American advertising men: Let thy raiment be as 
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costly as thy purse can afford. 
And in this he was thinking 
of advertising illustrations. 
Your “raiment” in this case 
happens to be your pictures. 

& GSE BETTER 
TYPOGRAPHY. The trend 
to special typography, or hav- 
ing newspaper advertisements set in special types to 
make them contrast with the ordinary run-of-paper 
type set-ups, has shown a marked increase in shoe 
advertising. This is a good sign—it indicates that 
shoe retailers are at least impressed with the possi- 
bilities of getting some additional beauty into their 
advertising. But we need more users of special 
types, because other merchants and other lines of 
goods are doing that same thing. And if we ex- 
pect to compete for the wise modern’s dollar we 
must adopt the tempo of the times. And don’t think 
that your customers don’t know and appreciate beau- 
tiful and pleasantly different types, because they do. 
If you want to prove it, just look through copies of 
Harper’s Bazaar, Vogue or Vanity Fair—there you 
will see the new in type—the type your customers 
are seeing in the ads of Eastern retailers and manu- 
facturers. Is it any wonder that so many merchants 
in the hinterland squawk when some of their “best 
people” make shopping tours to’ New York? 

6. USE BETTER COPY. 

“Copy” is the stuff you write 

about your product, and the 

fact that the printer follows 

it, or copies it, gives it that 

name. I have seen but few 

shoe retailers who did not 

feel that an advertisement 

had to have a lot of technical 

names and phrases common 

to the industry in it to be successful. Few people 

know or care about manufacturing processes. They 

buy the thing that the product gives, not the manner 
in which it is made. 

Realizing that your customer wants to know just 
how that new shade of blue kid is going to match up 
with the new coats—just how that new narrow-toed 
Oxford is going to get along with a broad foot full 


[TURN TO PAGE 68, PLEASE] 
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Uniformity ANOTHER fea- 
Almost ture of the Baruch 
plan, reminiscent 

Impossible of the War Indus- 
tries Board’s regu- 

* lations, was the at- 


tempt to stamp 
prices on the bottom of shoes. Even 
that idea has not died in the thir- 
teen years that have elapsed since 
its last great dying gasp. What a 
sorry mess retailing would have 
been in the year 1930 if every store 
had a hang-over of shoes with soles 
stamped with fixed selling prices. 
Anything with artificially fixed 
prices, be it wheat or shoes, rub- 
ber or coffee—is a two-way sword 
—as dangerous to the producer as 
to the user. 

We trust that no emergency 
through physical war or commercial 
war will return that scheme of regu- 
lation. 

Also an attempt was made, as 
you may well remember, to reduce 
all lasts to a minimum of three for 
men, three for women and three for 
children. What a _ preposterous 
proposition! Any similar regulation 
will be impossible if for no other 
reason than the new wood needed 
would take three years to season 
from the tree to the last itself. There 
may be a need of simplification of 
lasts but there can be no arbitrary 
command standardizing lasts for the 
sake of production economy. 

The same thought on leathers 
runs up the alley of impossibility. 
In case of war or any emergency, 
the thing to do is to utilize without 
waste, all of the commodities avail- 
able. If for example, the War In- 
dustries Board then, or some similar 
board in the future, in its arrogance 
might specify one uniform type of 
shoe, last and leather—in the twink- 
ling of an eye such regulations 
would increase the cost of shoes, if 
for no other reason than there 
would be no great storage of sup- 
plies of uniform side leather. 

And so we stress these points, 
built around the suggestion of what 
needs to be done in case of an emer- 


gency. Fortunately, the outlook is 
quite away from such standardiza- 
tion. Individuality is a refreshing 
note for the future in shoes and 
style footwear. The ideal day of 
standardization will never come 
until customers sterilize their wants, 
buy only when told to buy in price, 
in kind and selection. 

Many a merchant today would 
like to put more order into his busi- 
ness so that the morning hours 
would be filled with sales arfd the 
afternoon hours would be spread 
along in proper proportion. He 
would like to make one month bal- 
ance the next in shoes sold and 
service rendered, money .taken in 
and profit recorded. 

We cite these things as against 
any experiment any time, built on 
the hypothesis that a shoe is a sim- 
ple thing, made by an_ industry 
unique in its “oneness” and prac- 
tically vertical in its operation from 
the tanner to the manufacturers, to 
the merchant, to the consumer. This 
may look simple on the outside, but 
any one who has lived in shoes has 
learned its complications and rami- 
fications. 

Praise be that the legislative halls 
are in holiday. There has been too 
much emphasis on the high cost of 
distribution. Even in its efficient 
management, the cost of selection, 
storage and service, is something 
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that must be paid somewhere, some- 
time. This is no simple service of 
shoes. It is as individual as the 
difference in feet, weight, likes and 
dislikes of a very complicated man- 
kind. The outsider who thinks in 
terms of shoe regulation in produc- 
tive economics, is in the wrong 
field. Almost anything else can be 
made uniform before the shoe. 





Orderly WE trust that every 
Styli reader has been fol- 
tyling lowing the special style 

> type studies now being 


made by Mrs. Hamilton 
Jeffries, our fashion editor. She 
has attempted to make very definite 
your service of style. 

For example, she took print 
dresses and showed the type of shoe 
best suited and gave reasons why. 
She also explained that when a 
woman wore such and such a color, 
just what should be done to make a 
pleasing and profitable shoe sale. 

Week by week, she takes a defi- 
nite type of apparel and person and 
reconciles it to the shoes now in 
stores everywhere. This is making 
style direct and definite. 

In her studies, she found out one 
thing of supreme importance. A 
very definite note of warning on 
contrasts of footwear because -of 
the new mode of color combinations 
in dress. Here it is: 

“A word about fashionable con- 
trast. When stylists speak of two 
and three color contrasts in cos- 
tumes, it does not mean in footwear. 
Let the footwear contrast the dress 
or coat, such as a brown shoe with 
a beige dress, or a blue shoe with 
a gray dress; but you’ll have a heap 
of shoes left over if you try to have 
contrast in footwear because the 
dress will have two or three colors 
and the shoe would have two or 
three colors and they will never 
agree. The contrasts must not go 
into the shoe in more than two 
colors and those contrasts should be 
studied as regards shades. If they 
do not blend with the dress con- 
trasts, your shoes will never sell.” 
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—What is defeatism ? 
—The doctrine of defeat. 
—Who are defeatists? 





ASK ME ANOTHER 


—There are two groups—those who are chronic pessimists, and those 
who profit by their defeatistic practices. 
—Has defeatism any place in the present scheme of thought? 


—Absolutely not. There is every reason why we should believe in 
and bank on the irresistible impulse of man as an individual or in 
groups, to progress and better his position in life. 


President. 











SasasasasaaaaaaaSSSSSSSsSsSs=R 


The traveling man 
starts again to show 
samples for the sea- 
son following Easter 
and the twelve best 
selling weeks of the 
year leading up to 
the Fourth of July. 


We should like to have it said 
that the merchants of this country, 
realizing the position of the travel- 
ing man, will greet him with friend- 
liness, examine his samples and will 
give him every possible considera- 
tion, not merely because of 
brotherly interest, but because of the 
good business practice of keeping the 
various factors in the trade keenly 
active in your behalf. To have the 
traveling salesman with you, work- 
ing for your best interests the year 
around, is to get the shoes at the 
best possible delivery date and in 
the fullness of quality that his con- 
stant attention helps you to obtain. 

We all want to see the shoe trav- 
eler this season do a volume of busi- 
ness. We realize that he is going 
to have a lot of explaining to do on 
the subjects of prices, styles and de- 
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liveries. We feel that he is going 
out to you, giving you every possible 
advantage. Why not give him the 
order, dated according to your needs, 
and have therein some latitude that 
will permit a smart style being in- 
serted in the proper run of sizes at 
the right time? The way to be pros- 
perous is to keep doing business. 
You will see the salesman travel- 
ing by train and by auto, by convey- 
ances modern and antique, but no 
matter how he travels you know that 
the cost to him is exceedingly high. 
He is usually dependent upon his 
commissions. He is a valuable link 
in the distribution of footwear. His 
value in a season of style in council 
and in selection is such a big factor 
that we can see no other alternative 
but reciprocity on this subject of 
orders, so let the motto be “A Square 
Deal—let good business resume.” 


Bulk In the money market 
Money the surplus is being put 
to work at very low 

> interest rates. Maybe 
that in itself is a sign 

that cash and credit will be more 
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plentiful for business use from 
now on. 

Despite the fears expressed by the 
treasury officials that it would be 
difficult to raise $1,400,000,000 in 
33% per cent bonds, not the stagger- 
ing subscription list. Secretary Mel- 
lon was overwhelmed with offers 
the day the bids were opened. The 
total subscriptions were $3,734,000,- 
000—a bulk of money that wants to 
go to work at less than 4 per cent. 

Significant indeed—that the quick- 
est retail sale of city bonds hap- 
pened in New York City and 
$100,000,000 worth were sold in half 
an hour—and a premium paid for 
them. 

Money in storage is coming out 
to do a job in major financing. Now 
let us encourage it in manufactur- 
ing and particularly ‘in retailing. 


Hypocrisy THE present-day in- 
of Thrift dustrial situation is 
aggravated consider- 
d ably by false econ- 
omizing by those 

who have no need to economize. 

It can’t be very pleasing news for 
the great mass of unemployed to 
read that one of the great social 
events in Florida last week was a 
Poverty Party, where all the guests 
dressed to the part, sold apples and 
lived the life of ‘“unemployment- 
satire” for a night. 

We previously expressed our dis- 
gust for the emphasis put upon “it 
is smart to be thrifty” as a motto 
for all mankind and now we hear 
from men in high places who go still 
further and say that high wages are 
an obstacle to business rivival. 

The thing for everyone to do is 
to lead natural, normal lives—to buy 
and consume what is needed and in 
accord with the standard of life 
enjoyed. Let us not encourage any 
more eccentric habits that are based 
on false standards of living. Poverty 
is a very bitter thing, without having 
it satired. 
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time 
be spent in 
See that cus- 


your 

should 
SELLING. 
tomers are handled 
promptly and rapidly. One 
or two good window spe- 
cials will help draw a 
crowd and at the same 
time provide a means of 
moving styles that are not 
selling as they should. 


now’s a good time to 

push the Hosiery Club 
idea again. Have member- 
ship cards on which pur- 
chases can be_ entered. 
When $15 has been pur- 
chased, redeem the card 
for a pair of full-fashioned 
silk hose. Some stores use 


8 IF you sell Hosiery 


this idea the year around. 


FOUR more big 

SELLING days before 

Easter. Use a big ad 
tonight on women’s style 
lines. Check stocks care- 
fully for odd sizes and 
slow-moving turn-killers so 
that salesmen can be in- 
structed to push _ these 
numbers vigorously during 
these busy days. 


ALL windows should 

be changed, or at 

least freshened up to- 
night for the last two days 
before Easter. Has Ho- 
siery good window and 
counter display? Is every 
item in the windows and 
interior displays plainly 
priced? Have you enough 
selling help for the next 
two days? 














\ 














there’s a long, pros- 

perous selling season 
ahead if you make a vigor- 
ous drive for business. 
Remove all cards from 
windows and counters that 
refer to Easter. It prob- 
ably would be wise to put 
in entirely new windows 
for this week today. 


6 EASTER is over but 





+. 
YOU'LL want a big 
3 attention - getting ad 
on women’s and chil- 
dren’s styles for tonight, 
and it must be a straight- 
forward selling ad. This 
is no time for generalities! 
It might be wise to have 
a separate ad on men’s 
footwear on another page 
of tonight’s paper, too. 


out a letter or mailing 

card on Golf Oxfords? 
Have you considered sell- 
ing a good low-priced golf 
ball in your men’s section? 
Many stores have found 
this a good trade-builder. 
You’ve been concentrating 
on women’s style lines. 
Why not make a drive for 
men’s business now? 


7 HOW about sending 








$5, $6? Whatever it 
is put in a full window 
of this one price. In the 
center have an old-fash- 
ioned balance scale with a 
pair of shoes on one side 
and the price of the shoe 
in currency on the other 
side, with a sign “The 
Value Outweighs’ the 
Price.”’ 





HAVE a good 
10 men’s shoe ad to- 

night featuring the 
price featured in your win- 
dow. Freshen up the win- 
dows tonight for Satur- 
day’s selling. How long 
since the lights and reflec- 
tors in windows and in- 
terior have been washed? 
This should be done fre- 
quently. 





WHY not have an 
13 April Shoe Sale 

this week to clean 
up stock? It’s better to 
take a little markdown now 
than have those same turn- 
killers on your hands for 
another 30 or 60 days. Put 
in a good window, with 
strong price cards, and 
prepare a good ad for to- 
night’s papers. 





A mailing card or 
14 letter to your cus- 

tomer list today 
telling of your sale will 
help things along. Lay 
stress on the fact that 
‘now you can buy smart 


Spring footwear at SALE 
PRICES with the whole 
Spring season ahead of 
you.” Get this same idea 


into your window and in- 
terior cards. 








A special price on. % 
11 a box of pairs ° 
makes a good Ho- 

siery window special. Try 


it with men’s sox. Since 'y 
you’re featuring men’s 
footwear today have af 


good cigar for every man 
who buys today. Don’t 
advertise this—just pass 
out the smokes as custom- 
ers leave the store. It’s 
great good-will advertising. 


ee 


EACH day this 
1 5 week feature a dif- 

ferent sale shoe in 
the front of the window 
with a card “Today’s 
BARGAIN in Our April 
Shoe Sale.’”’” Impress on 
your sales people that if 
they suggest the advisabil- 
ity of buying TWO pairs 
at the sale prices your 
volume, and theirs, will be 
increased. 








Plan Ahead 


to Increase Retail Shoe 
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Shoes Solc 





OF course you’re 
16 taking advantage 

of your Shoe Sale 
to clean up hosiery stocks 
if necessary. How’s your 
stock of rubbers and um- 
brellas? This is the sea- 
son when you must not be 
out! Push them every 
day. <A suggestion to a 
shoe purchaser will often 
make an extra sale, even 
on sunny days. 


PUT a good sale 
17 ad in tonnea® pa- 

per, nd if you 
have any catiaren’s shoes 
in the sale feature them. 
Gc over the windows to- 
day and liven them up for 
Saturday. It’s time, too, to 
be showing a few white 
shoes. How about a spe- 
cial on Tennis Shoes for 
Saturday 


GIVE a kite or a 
18 knife with every 

pair of children’s 
shoes today. As another 
Saturday stunt fill a glass 
jar with beans and have 
every customer register a 
guess as to the number in 
the jar. Give a pair of 
shoes for the best guess. 
Little stunts of this kind 
make people talk about 
your store. 





PUT a _ card in 
20 your window today 

announcing the 
winner of Saturday’s con- 
test. Have you arranged 
to secure a list of this 
year’s graduating classes 
in local schools so you can 
send out a letter to them 
on footwear for gradua- 
tion? Change all windows 
today and remove all sale 
signs. 


been working your 

mailing list over- 
time it would be worth- 
while to send out a letter 
or folder this week on new 
advance Summer _ styles. 
How about offering to 
supply the local golf club 
with score cards this year 
—with your advertisement 
very prominent on them of 
course. 


21 UNLESS you've 


IF you do send out 
22 a mailing on Ad- 

vance Summer 
Styles you should have a 
window to tie up with it. 
If you don’t do this be sure 
to get every new style in 
the window as soon as re- 
ceived, with a card ‘“Ad- 
vance Summer Style—Just 
Received.’’ It’s the NEW 
that keeps customers in- 
terested. 


IT’S time to put 
23 your store in order 

for the Summer 
months. Get the vacation 
list planned and dates set- 
tled. If you’re going to 
change window back- 
grounds this should be 
done soon. Inspect store 
and stockrooms for pos- 
sible Fire and Accident 
hazards. This should be 
done at least once a month. 





why not use half a 

dozen small ads 
scattered through tonight’s 
paper instead of one large 
one? Feature one style in 
each ad and you'll find 
this sort of publicity very 
effective. In all your ad- 
vertising keep emphasizing 
bry “prices are lower in 
1 on 


2 FOR variety’s sake 


IF your guessing 
25 contest was suc- 
cessful last week 
why not try some varia- 
tion of it today? How 
are golf shoes _ selling? 
Why not have your sales- 
men call their personal fol- 
lowings on the phone this 
morning and tell them 
about the new golf foot- 
wear? Have a good hosiery 
window leader today. 














MAKE a note to 
27 put in a_ special 

window on the 
opening day of the local 
baseball season. A _ minia- 
ture diamond, with dolls 
for players always attracts 
a crowd to a_ window. 
How about bathing foot- 
wear? Is it on order? 
Change all windows today 
or at least re-arrange 
them. 








A mailing card of- 
28 fering a good value 

in hosiery by the 
box will bring results any 
time now. Is it too early 
for a window suggesting 
footwear for graduation? 
Don’t overlook this. Are 
you pushing the sale of 
laces, polish and other find- 
ings? A little effort here 
will pick up many extra 
sales. 





down and look up 
: last year's May 
records and then plan 
what you are going to do 
to make this May better 
than last. How much can 
you spend for advertising? 
When shall you advertise? 
And how—newspapers, cir- 
culars, letters? It’s a good 
thing to think ahead! 


2 A good day to sit 





CHECK stocks to- 
30 day to see what 

shape you are in 
for the new month just 
ahead. Why not divide 
May into as many periods 
as you have salesmen and 
make each one responsible 
for one period, with a prize 
for the one who makes the 
best showing. A contest of 
this sort puts everyone on 
their toes. 

















Soles in a and Summer 
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OTHER 
» >» » PEOPLE’S 


" Boys, this week let’s find out 
what the girls think about patterns for June.” That 
is what A. B. Packard, Minneapolis shoe man, said 
to his salesmen one day, several weeks ago. He found 
out that straps were not held in very high esteem. 
Pumps were fair, but the amount of grief they have 
been responsible for in seasons past caused many to 
hold them in low esteem. Ties, on the other hand, if 
they are something quite new, were favored most. 
Many customers expressed a desire for something 
comfortable. This, coming from young girls buying 
high style shoes in the $6.50 grade, seemed quite re- 
markable. 

The foregoing is just a sample of the information 
that the boys on the floor are constantly finding out 
through direct questions fired from the fitting stool 
in this store. One week the questions are concentrated 
on patterns, the next week on materials or heels, un- 
til every fashion phase having to do with the next 
buying period has been carefully gone over. Written 
reports are turned in, which are thoroughly read and 
analyzed in the weekly store meetings. 

“We cannot afford to guess at what our trade will 
want,” says Mr. Packard. “We must know. The 
best way to find out is to ask questions. It is surely 
surprising, the definite advance style knowledge the 
girl buying a $6.50 shoe has stored away in her head. 
Our questioning has a flattering effect. When she 
sees in our store the general type of shoe that she indi- 
cated several months ago as liking, a most cordial 
feeling is bound to result. 

“Our boys are developing a style sense that is 
amazing,” added Mr. Packard. “This asking of ques- 


tions is a real education to them, for they are bound 
to absorb a large amount of useful knowledge, which 
they in turn use to good advantage in the daily selling. 
This $6.50 women’s shoe game has reached the point 
where we are expected to, and do, give the same cour- 
tesy and service as the store selling the $25 grades.” 


*x* * * 


It takes courage drastically to work a stock down 
to where it is both “healthy and hungry,” says W. C. 
Pharaoh, Atkinson’s, Minneapolis. Last year our 
stock was 30 per cent active and 70 per cent slow, a 
condition considered excellent in many shoe depart- 
ments. This year it has been reduced 40 per cent so that 
it is 90 per cent active. Lost sales are running smaller 
in proportion than a year ago, as the increase in sales 
proves. This goes to show that it is possible to do 
things successfully that were deemed impossible with- 
in the short space of a year. 

It is admittedly dangerous business to reorder high 
style, high grade shoes. Usually we buy them at 36 
and 48-pair lots at the most. This year, by being 
lucky enough to hit on some extra good numbers, we 
have run sales up to 144 pairs on several patterns of 
the “flash” type, retailing at $15 and over. 


*x* * &* 


Here’s somethin’. From Cedar Rapids, Iowa, the 
Snyder Shoe Store. A purple wrapping paper is used, 
but shoes are first rolled in smooth tissue paper of the 
same hue. The result is a novel and attractive pack- 
age. 

It pays to give a lot of attention to this matter of the 
package in which merchandise leaves your store. If 
the wrapping is smart, novel and distinctive, custom- 
ers, through a perfectly natural association of ideas, 


s 
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By HARRY R. TERHUNE, Field Editor 


Vv Ww VW 


IDEAS 


credit your store and your merchandise with the same 
characteristics. 
*-* 

“Our January sale this year was run differently 
from usual,” said N. E, (Pat) Roney, The Leader, 
Minneapolis. “Instead of coming out right after 
Christmas with cut prices on our last season’s goods, 
we had our stock all cleaned by the end of December. 
When the sale started early in January, it was on 
brand new merchandise, shoes that the public wanted 
at that time. The present conditions of the market 
permitted this to be done very successfully, as there 
were many good buys to be had. We had a great 
response, as most of the stores were closing out their 
odds and ends, while we were showing fresh goods.” 


* * * 


C. C. Kaldenberg, of the Bailey Boot Shop, Cedar 
Rapids, Iowa: 

“Merchandising a women’s high style, high grade 
shoe store has certain aspects not encountered in the 


regular run of stores. For example, in comparing a 
snapshot of our windows today, and again two months 
later, the latter picture would not show one similar 
shoe that is there now. New shoes are planned to be 
featured every sixty days. 

“That does not mean the entire stock is turned six 
times a year, by any means. It does mean that a cer- 
tain percentage of new shoes are being regularly dis- 
played because women are continuously in the market 
for new merchandise. The successor of today’s best 
bet is always under consideration, so that one good 
thing will follow the other in logical order. And, 
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NUMBER? 


Is Your Size Here? 











naturally, we must keep constantly after the slow mov- 
ing numbers. 

“A low inventory is maintained through watching 
and concentrating on those patterns which move in 
the fastest channels. This naturally means less stock 
and more sales. Just as simple as can be. Being 
salesman as well as buyer gives one an insight as to 
the necessary materials and patterns that make extra 
sales. 

“It is possible to put over a style store in a city of 
our size through concentratitng on patterns and.carry- 
ing plenty of sure selling sizes. If one is fortunate 
enough to hook up with a factory that can make two 
week deliveries, so much the better. A well-worked 
out buying program is, of course, a vital necessity.” 

* ok * 


Once a month The Emporium, St. Paul, shoots a 
popular priced comfort shoe advertisement that always 
fills the seats with those middle-aged women who 
place comfort ahead of style. With half the people 
interested in sensible types, A. Olson finds very little 
sales resistance to this type of footwear. These shoes 
represent wrap-ups for the most part and are sold ten 
times as fast as the style numbers, and with much less 
grief. 

It does not require special inducements to attract a 
good number of people to the store if the story of 
these comfort shoes is fairly told in the advertising. 

x ok * 


This is not new by a long shot, but it is good enough 
to be repeated here, as many may have forgotten 
about the idea. Through showing a composite size 
sheet of sale shoes in the window and in an ad, a 
mighty good job was done in one day recently by 
Myers Brothers, Springfield, Ill., in cleaning out 90 
pairs of odd lot shoes at reduced prices. An occa- 
sional special of this nature is an awfully good way 
of keeping stock clean, Buyer Kramp finds. 

On all sales of Matrix shoes, a “Thank you” card, 
signed by the salesman, is inclosed in the package. 













pega Te Se 





























Must a Business Be Bossed? 





Mussolini Method of Management Has Advan- 
tages in Times of Stress, Some Shoe Merchants 
Say; Others Maintain More ls Accomplished by 
Leadership That Shows the Salesman How to Sell 


a shoe stores there are riders 
and drivers. Often the drivers are poor leaders, but 
there is a growing feeling on the part of many mer- 
chants that when the boss knows his job, those 
under him respect him. It appears that the Musso- 
lini type of leader is producing better results, under 
present-day conditions at least, than the Soviet form 
of store government. 

The “Board of Directors” plan is on the way out 
in favor of the “Social Despot,” say a number of 
successful merchants who were interviewed on this 
subject. And according to one merchant who did 
not wish to be quoted, “The Soviet committee plan 
is a failure as applied to retailing. When one man 
thinks out his decisions, then and only then does a 
business get desirable results. Collectivism has 
shown its weakness against individualism.” Other 
merchants favor leadership over bossism. 

Another keen thinker, Paul Jesberg, positively 
States; “Interest of salespersons is gaged by the in- 
terest shown by the management. Leadership is the 
paramount issue.” 

Too many owners and buyers make a practice of 
shooting poorly selected and untrained salesmen on 
the floor with general instruction to the effect that 
“There is the stock and 
your sales hook; now pro- 
duce sales.” 

One popular priced chain 
store did that very trick for 
a number of years with the 
result that its help turnover 
ran up to nearly four times 
a year. In other words, the 
help stayed for three 
months only, on an aver- 
age. A change in policy, it 
is reported, changed the sit- 
uation so that the turnover 
is now down to normal. 

“T haven’t time to train 
my employees. If they 


want to learn the business, of store management. 


38 


Are prompt decision and action prime needs 
today in the management of retail shoe stores? 

Are customers walking out dissatisfied while 
proprietors, managers and salespeople “go into 
a huddle” to discuss scientific selling? 

Has the practice of deciding policies “in J. F. Reist, of W. H. 
conference” been overdone? 

Is the salesforce more efficient when man- 
agement cracks the whip? 

Or is it better to substitute leadership for 
authority and try to teach the salesman in- 
stead of directing him? 

A number of outstanding shoe men, in this 
article, discuss various angles of the problem 





they will have to learn it some place else. I want to 
hire only experienced people.” This is a retail shoe 
merchant’s attitude discovered by A. G. Heinmiller, 
advertising manager of the S. J. Brouwer Shoe Co. 
This incident occurred when Mr. Heinmiller lived on 
the Pacific Coast: “A young man who had been in 
our employ about five years was taken sick and was 
out about two weeks. Instead of coming to work in 
the usual condition of the convalescent, he appeared 
to have more pep, more new ideas and suggestions 
than he had demonstrated in the five years he had 
been with the company. 

“An inquiry developed the fact that he had read 
more trade journals during his two weeks illness than 
he had read in the past five years. It is just too bad 
that some folks do not get sick sooner if it would have 
the same effect that it did on this young man. Of 
course, you see what I am getting at—someone must 
bring these items to the personal attention of the sales 
people. In our organization we intend to discuss the 
items that are brought out in the RecorpER arti- 
cles in addition to problems that arise within our or- 
ganization.”” When the sales force is small the feel- 
ing is that the discussion of store problems does 
not seem practical, as things are talked over from day 
to day. 

“But do they? Fifteen 
minutes to half an hour 
every morning in the week 
should be devoted to discus- 
sion of some one problem 
or some one question.” 


Steigerwalt, Philadelphia, 
makes this interesting con- 
tribution : 

“It is not the dog in the 
fight, it is the fight in the 
dog that counts. 

“Tf you would know your 
fortune do not spend good 
money on crystal gazers 
[TURN TO PAGE 72, PLEASE| 
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ARTHUR DYKE, Los Angeles, 
California, winner of the 1930 
Keds Wire Haired Fox Terrier 
Contest, and his prize pedigreed 
puppy. This youngster got up 
before his entire school to tell 
them how he won his Keds 
dog! 


tia 


Y 
x 


‘ee 

{ 
NS 
AGAIN for 1931, the Keds Wire 
Haired Fox Terrier Contest will 
attract nationwide attention. 
This year’s contest promises to 
be an even greater success than 
last year’s. Be sure to include 
the Keds Wire Haired Fox 
Terrier Contest in your sales 


plans for 1931. 


? 


There is no substitute for Keds ..if you are thinking in terms of profits 


What we mean 
when we say 
we will 


help you 
sell Keds! 


We mean just that! And these are 
no empty words or idle phrases. We 
back up our statement with action. 


| = Keds for 1931 is the biggest advertising and merchandising cam- 
paign ever given any line of footwear! Just look at the Keds 1931 sales 


program... 


1. Keds comic sheet advertising. ... Did you ever see a youngster miss the 
Sunday “funnies”? Millions of messages to youngsters and grown-ups will be 
seen in this most read section of the Sunday papers. 2. Keds advertising in Boys’ 
and Girls’ publications . . . millions of Keds ads right in the magazines read by the 
users of Keds ... their own publications. 3. Radio. . . . You asked for it and here 
it is! . . . Keds are on the air! . . . Millions of families will listen to the Keds 
story, to the Keds music, to the Keds fun! Another powerful Keds selling force! 
4. Keds Saturday Evening Post advertising. Once more this great national pub- 
lication will bring Keds customers into your store through Keds advertising to 
this great audience. 5. Keds Wire Haired Fox Terrier Contest for 1931... . 
Bigger than ever before and more interesting. Again this contest will bring the 
youngsters into your store. Again it will help you sell Keds! 6. Keds Local 
Contests. Three of them for 1931 . .. your own contest in your own store. 
These tested, proven sales builders are made to interest youngsters, to assist you 
in making your store Keds Headquarters. 7. Keds Window Displays. By popular 
demand of dealers all over the country we again present the “Ked Gang” and 
the Keds de Luxe Displays. The finest displays we have ever produced! 8. Keds 
Dealer Helps . . . the best we have ever offered. . . . The Keds Handbook of 
Sports and Games. ... Your 5 Ways to Sell ... Keds Mat and Electro Service... 
Folders and display cards known and appreciated by dealers everywhere! 9. Ked 
Souvenirs . . . lots of them, and they all help sell Keds. They are, once more, 
simple, easy to handle and effective! 10. The entire resources and service facilities 


of the 


United States Rubber Company 


Makers of Keds, the Shoe of Champions 
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129 SIZES 
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No more striking educational exhibit was ever’ 
brought before the shoe industry than the enor- 
mous size sheet—17 by 25 feet—shown at the 
St. Louis N.S.R.A. convention in 1930 and at 
most important conventions since. WRIGHT 
ARCH PRESERVER SHOES were used in this 


display because of their complete size range. 


PP 


How Wright dealers are 
cashing in on the growing 
public interest in “sizes” 
is illustrated by this win- 
dow display of the R. 
H. Fyfe Co., Detroit, 
Mich. This is but one of 
many similar Arch Pre- 
server Shoe displays, each 
one emphasizing Fit plus 
Style. It has proved to be 
the outstanding men’s shoe 
window of the season, re- 
flecting the alertness of 
Wright Merchandising 
Service to the needs of the 
moment. 


ere 
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RESERVER 
SHOE 


FOR MEN 
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of Wright Arch Preserver 


Shoes used for the biggest 
size sheet ever built! 


One of the biggest things any shoe store has to sell is a shoe that fits. Without 
adequate sizes, sales are lost and volume slumps. Yet the dealer must look 


to the top 10% of volume for his PROFITS. 


Wright Arch Preserver Shoes are available in 129 sizes ranging from 5-B to 
15-AAAA. Wright maintains the most efficient and complete In-Stock Depart- 
ment in the shoe industry, giving the dealer 24-hour service on anything he 


wants. 


This completeness of sizes and efficiency 
of service add to regular volume the hard- 
to-fit sales. The Arch Preserver Store is 
known as the store where the exceptional 
‘foot may be fitted perfectly. This means 
the virtual elimination of missed sales, 
steady addition sales—additional profits. 


With the added advantage of selling ex- 
clusive merchandise; with national adver- 
tising and dealer tie-up that increase sales; 
with a new merchandising service that 
eliminates waste and increases net profits; 
the Wright dealer makes money regardless 
of general conditions. 


Send today for our new “Blue Book” 
which presents the most extraordinary 
advertising and merchandising program 
ever offered to any shoe retailer. 


C O.,Inc., Rockland, Mass. 
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or Ghuildren. 


the same refinement 
in Footwear that their 
mothers have always 
Mpeyed 2. ae 


K OR over half a century—and 
now—a rare combination of art and 
masterful craftsmanship has distin- 
guished Laird, Schober Footwear. 


The time-honored reputation for the 
maintenance of quality standards and 
style supremacy makes this classic 
and high novelty footwear instantly 
acceptable to those who believe in 
“the luxury of ultimate economy.” 





SOME OF THE 
JUVENILES THAT 
ARE CARRIED IN 

STOCK 











PHILADELPHIA 


NEW YORK STUDIO 


FIVE THIRTY-FIVE FIFTH AVENUE, AT FORTY-FOURTH STREET, SUITE FIVE HUNDRED THREE 
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Buying a Merchandising Plan 


By WALTER ROOSE 


The thinking public—the 
actual consumers of shoes—are turn- 
ing more and more toward the line 
of shoes and toward the store 
which is using greater and greater 
efforts to improve its quality and 
fitting. Customers of today insist 
upon more honesty in fitting sizes 
and widths than ever before. 

Successful shoe merchants are 
not looking to beat down the price 
asked by the shoe manufacturer. 
They are looking for the strongest 
merchandising cooperative selling 
plan that will satisfactorily hook up 
their own business with that of a 
live, progressive shoe manufacturer. 

Every well-managed shoe store is 
carrying fewer and fewer conflicting 
competitive lines. The strength of 
the retail shoe industry today and 
tomorrow will come from the mutual working out of 
a strong merchandising plan, profitable and successful 
to both retailer and manufacturer. 

Many live shoe merchants have already sensed in- 
creased business by installing a strong merchandising 
plan. One eastern shoe merchant, with the aid of his 
manufacturer, has worked out such a plan. He has 
a very strong line of men’s shoes to retail at $6.50 
that ordinarily would sell at $7.50 retail. The saving 
is in concentrating 100 per cent in this line from this 
manufacturer only. His volume of sales has increased 
throughout his entire stock of men’s shoes by the in- 
stallation of this $6.50 line. 

Another manufacturer has a wonderful arch propo- 
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WALTER ROOSE 


Shoe Buyer, Nebraska Clothing 
Company, Omaha 


sition of women’s Goodyear welts by 
which another merchant in the Mid- 
West has been enabled to retail at 
$6.50, $7.50 and $8.00. Ordinarily 
this line would sell at $8.00 to 
$10.00. No competitive line of 
Goodyear welt women’s arch shoes 
is carried against this line by the 
merchant. 


Sizes carried are up to 
size 10 and as narrow as AAAA. 
Neither the high priced women’s 
arch lines nor the cheaper arch lines 
have worried this merchant so far. 
His national advertising and store 
policy has been exceptional fitting 
service, no comparison of prices, no 
store sales. Result of his business 
has been a steadier trade each month 
of the entire twelve months. Even his January and 
July months show him a profit. 

Thirty-three years ago the writer started in the shoe 
business in a town of 20,000 population. This store 
bought any men’s or women’s line that came along. 

The object was to keep that line out of our town 
by promising the salesman his line would be consid- 
ered in a larger way the next season provided we 
liked his shoes. A similar game is being played in 
buying in a city of over a quarter of a million popula- 
tion. This store has so much stock on hand that no 
one man knows the stock well enough to know where 
it all is. Don’t try to do business that way. Keep 
your stock active—turning. 









“Dealer Support” — 





in terms of 


Modern 
Efficiency 







ERE is “Dealer Support” that lifts your shoe 


business to a new plane of Service—and Profit! 






Quick fill-in on fast-selling lines. Skeleton stocks on 
slow-moving numbers. A simple, systematic plan of 
merchandising that keeps your invested capital work- 
ing, all the time. Faster and truer turnover. Turnover 


that is unhampered by the dead-weight of dead stock. 










Up-to-the-minute service for your year-round con- 
venience. We carry all sizes from AAAA to EEE in 
stock. We make shipments to NATURAL BRIDGE 
dealers on the same day their orders are received. 


That’s the kind of “In-Stock Service” and “Dealer 
Support” we give to Natural Bridge Shoe dealers. 
Write or wire for details. 
















NATURAL BRIDGE SHOEMAKERS 


Lynchbu rg (Division of Craddock-Terry Co.) Virginia 








PACIFIC COAST 
BRANCH: 


Craddock-Terry Company 
San Francisco — Portland 
NEW ENGLAND 
DISTRIBUTORS: 
McIntosh Co. 
Springfield, Mass. 



















Join the Natural Bridge 
Dancing Class every Fri- 
day, 8:45 P. M., Eastern 
Standard Time,WJZ and 
Associated Stations. 
Arthur Murray, 
Director. 











Natural Bridge 
5> Shoes *6 


NEW YORK OFFICE: CHICAGO OFFICE: 
E. B. Drake, Marbridge Building C. W. Evans, Republic Building 
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Stock reduction is just a case 
of courage, insists R. E. WirHArM of Black’s Water- 
loo, Iowa. The hardest thing for a shoeman to get 
out of his system in Mr. Wilharm’s experience, is the 
thought that he must have everything that a customer 
may call for on his shelves. 

‘In the past two years,” says Mr. Wilharm, “our 
stock has been cut 50 per cent, yet the 1930 sales 
ran ahead of 1929. The first year, while we were re- 
ducing the stock, walks or lost sales ran as high as 40 
per cent, but as this is only 15 per cent more than 
normal, it is-not as bad as it seems. A shoe depart- 
ment in a department store can make money, even if 
it loses 40 per cent of people served, as the number 
of lookers runs very high. In a regular shoe store, 
this percentage of walks would be counted as a 
calamity. 

Budget buying, watching the movement of every 
shoe in the stock very closely, plus good in-stock co- 
operation from the manufacturers, is about all there 
is to operating, so that the maximum sales will be 
obtained .from a mini- 
muminvetifory. 

If a shoe does not 
show action in three 
weeks, means are taken 
to speed it up. No shoe 
stays in stock over six 
months. There is no 
profit in carrying a load 
of shoes on the shelves. 

During the time a 
stock is going through 
its reduction pains, it 
may not be considered a 
very good account by the 
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Getting Rid of the Thought That 
a Store Must Have Everything a 
Customer May Call for Is the 


First Essential, Says lowa Buyer 


manufacturers, but after that, it sure can eat up the 
shoes. 

JosepH M. Lanctey, of Golden Rule, St. Paul, 
Minn., contends that most of the high style merchan- 
dising errors are made through’ lop-sided buying! 

“Take my stock and other stocks, too, we have made 
money on staple shoes but have brought the profit 
down by selling style shoes,’ says Mr. Langley, an 
outstanding shoe man of the Northwest. 

“Specialization of shoe stocks is, in a measure, rec- 
tifying the sore spot of poorly balanced buying. Even 
department stores are carving out separate and dfs- 
tinct departments for the various grades and types of 
shoes they carry.” 

“We just knew that we had too many men’s shoes,” 
said H. L. Green, Nichols & Green, Mason City, 
/owa, in recounting his experience in stock control. 
“So in 1927 an experiment was tried. The turnover 
on the men’s side was pitifully small, which meant a 
big overload of shoes for the amount of business done. 
A definite plan of action was decided upon, which 

called for the cutting of 
this stock right in half. 
The first year the sales 
fell off considerably be- 
cause we just stopped 
buying. During the 
course of the second year 
a limited amount of buy- 
ing was done, so the sales 
perked up a bit. This 
year the stock is down to 
where a good turnover is 
being realized, while the 
sales are considerably 
[TURN TO P. 66, PLEASE] 












The AIR TRED Shoe contains a resilient 
Air Filler, molding itself to the individual 
shape of the wearer’s foot and affording a 
natural cushion to the tread. Extra Comfort 
a for the Wearer—additional sales for exclu- 
sive AIR TRED dealers—a stand-by repeat 










- - Additional Sales 


built upon 


The Air Tred Shoe.. 





The AIR TRED Shoe for Women is manu- 
factured exclusively by the Ault-Shackford 
Shoe Company of Auburn, Maine, and is 
fully patented and protected. Exclusive fran- 
chises now open. Write at once for new AIR 
TRED Catalog of Styles In Stock for Spring 


















and Summer. 


customer business for you! 














The Filler between insole and out- 
ersole is the VITAL POINT of FOOT 
COMFORT. 

AIR TRED Shoes have a patented 
air filler of even thickness that yields 
temporarily to a slight natural mold- 
ing of insole under the pressure of 
weight of the body. A natural cush- 


ion to the tread without lumps or de- 





249—~$4.25—Black Kid (Dull ressions! No. W422—~$4.35—Black Kid Four 
Peay Four Eyelet miather Tie. 16/8 P og tr 16/8 Wood eo > 
Leather Heel. Instock AAA, AA, A, AIR TRED Shoes possess all the = ich his eee 


B and C. 
: desirable features of arch supporting 


welts plus the exclusive patented air 
tread construction. 

AIR TRED Shoes are made in light, 
airy, semi-dress types with Cuban or 
Louis heels; business and semi-ortho- 
pedic types recommended by doctors; 


i i No. G33 4.10—Black Kid Four 
or heavier sport and walking shoes Mo. | G33 15064. 10-—Blac im 13 ii 


wr Heel. Instock AAA, 





tie, 14/8 Leather Heel, "In 
Breet” e. jer ree » ° eye 
AA, A,B and C._ /Avail- with heavier soles and military heels. oe urk 


sry * 7 Spanish Brown 


Build repeat business on AIR 
TRED Shoes. Write for the new 
Spring Catalog. Exclusive Franchises 
Now Open! 







No. 34305—$4.25—Brown Kid Side No. 14334—$4.35—Black Kid One- 
4 One-Strap. 14/8 Leather Heel. Strap Center Buckle, Gray Lizard 
Instock AAA, AA, A, B, C and Trim. 14/8 Wood Heel. Instock 





AAA, AA, A, B, C and D 





Available also ia Black Kid. 


No. 0- 11210-—64,10 + eee Kid 


Ortho- 
pedic Blucher d. 19/6 Leathe 
Heel. Instock ive’ , B, C, D an 


AULT-SHACKFORD 
SHOE COMPANY 


AUBURN, Me. ST. LOUIS, MO., 416 North 12th St. 
(Factory and In-stock Dept.) (In-stock Dept.) 
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Stock Numbering Systems 


To Simplify Shoe Store Records and Selling 


With the present trend toward 
stocks of uniform cartons, a growing number of shoe 
merchants are using or planning to use some well 
defined system of stock numbers. 
of reasons for adopting such a system. These in- 
clude the obvious ones of greater ease in selling, 
through the salesman being able to instantly identify 
the contents of the carton and greater accuracy and 
speed in handling the records, all the way from the 
buying to the inventory periods. 

In response to many requests from merchants for 
a comprehensive numbering method, the 
one used by the George E. Keith Co. is 
given herewith. This may serve as a 
guide to those merchants wishing to 
formulate their own method of identify- 
ing the stock of their own particular 
stores. 
In the Keith system relating to men’s 
shoes, each number has four figures. The 
first figure of this formula indicates the leather. 


0—Patent. 

1—Black calf and black grain. 

2—Black kangaroo and black kid. 

3—Tan kangaroo, tan kid, tan calf. 

4—Sport shoes, golf, black and white, tan and white, etc. 

The second figure indicates the grade, and whether 
high or low in the Patent, Black Calf, Black Kid 


and Tan sections. 


0 to 4 indicates a high shoe 
5 to 9 indicates a low shoe 





0 indicates the highest grade high shoe 
5 indicates the highest grade low shoe 

1 indicates.the second highest high shoe 
6 indicates the second highest low shoe 


—and so on to 4, which indicates the lowest grade 
high shoe—9 which indicates the lowest grade: low 
shoe. 

The last two figures as far as possible are deter- 
mined by the width of the last; from 01 to 10 will 
be used on pointed toes, the numbers getting larger 
as the lasts get wider. 


Examples: No. 0850 is a Patent (0), Low (8), Medium 
Grade (8), medium toe (50). No. 1168 is a Black Calf (1) 
High (1), High Grade (1), medium toe (68). No. 3978 is 
a Tan Calf (3), Low (9), Low Grade (9), wide toe (78). 


Sport shoes are divided differently: 4500 to 4599 
indicates an all over white shoe; 4600 to 4649 black 
and white, high grade; 4650 to 4699, tan and white, 
high grade; 4700 to 4799 is open; 4800 to 4849, black 
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There are plenty - 


and white, medium grade; 4850 to 4899, tan and 
white, medium grade; 4900 to 4949, black and white, 
low grade; 4950 to 4999, tan and white, low grade. 
The system used on women’s shoes differs ma- 
terially from the men’s. Where four figures are 
used, the first figure indicates the leather. Where 
five figures are used, the first two figures indicate 
the material. The further division, that is, the sec- 
ond or third figure, indicates the type of pattern— 
pumps, straps, ties or oxfords. There are also sub- 
divisions, in which part of the numbers indicate Louis 
heels and part indicate Cuban heels. This 
can be best explained by the following 

schedule : 
1. Division by Material (indicated by 
first or first two digits in the number) : 


5000 Patent. 
6000 Black Calf. 
7000 Black Kid. 
8000 Brown Calf. 
9000 Brown Kid. 
Black Suede. 
Brown Suede. ; 
Black Reptile (Gen. & Sim.). 
Brown Reptile (Gen. and Sim.). 
Miscellaneous Reptile (Gen. and Sim.). 
Black Satin and Fabric. 
Evening Material (Strictly) White Faillete, 
Faille. 
Beige Calf, Kid and Suede, if any, and Natural Cloth. 
Gray Calf, Kid and Suede, if any 
White Calf, Kid, Cloth—also White with Col. Trim. 
Blue (all materials). 
Green (all materials). 
Miscellaneous High Colors (all materials). 
23000 Woven and Miscallaneous. 
24000 Sports (active-rubber sole-spikes): 


2. Division by Pattern (Indicated by the hundred 
figure) : 


000—100 
100—199 
200—299 
300—399 


White 


18000 
19000 


20000 
21000 
22000 


(Held for Specialties). 

Louis Heel Pumps and Step-Ins. 
Cuban Heel Pumps and Step-Ins. 
Louis Heel Straps. 

Cuban Heel Straps. 

Louis Heel Ties (open throat only). 
Cuban Heel Ties. 

Louis Heel Oxfords. 

Cuban Heel Oxfords. 


900—999 Open. 
No attempt is made to grade women’s shoes. 
Examples—11815 is a brown suede Cuban heel ox- 
ford ; 9230 is a brown kid Cuban heel pump ; 6608 is 
a black calf Cuban heel tie; 6510 is a black calf Louis 


heel tie. 
Experience has demonstrated that this system is 


very practical and useful. 



























SHOES YOU NEED 
IN STOCK 


Sizes AAA to C—3 to 9—Immediate Delivery 





















PETITE 







RALEIGH Claire aes ah eee govened heel, Claire , tm ae heel. 
Claire last, 2%-inch Louis covered heel. R307—Dull kid, genuine grey snake R304—Dull kid, silk kid trim... .$4.60 
FLEX-MODD. TGS. 90:00:06 510-5 0'0:65'6 5 RS06—Prado brown kid, Putty kid 
RG45—Black Moire Satin.......- $4.00 R311—SEASAND KID .ccccee 4.60 coocccccse 445 
R617—Patent Leather evocscccce GD R317 —Patent, with grey” snake trim.4.25 R300-—NAUTHIOAL BLUE kid, grey 






cece ccscecese 490 





R513—Natural linen ( yeable) | coe 

















Claire last, 24-inch wood covered heel. 
— VERONA 
















R501—Dull_ kid, black Rajah Usard. « 
ROMAINE t an Cowes eeu Claire last, 2%-inch covered heel. 
Claire last, 2%-inch wood heel. McKay. R502—Prado “brown” iia, bret ma in on eege ll esas 
R504—Dull kid, patent and Rajah R302—Prado brown kid, beige Kid 


trim San Bio’ kis “grey 4.85 
R3803—NAUTICAL BLUD kid, grey 

kid Reese 4.80 
R312—S arc. coccccees 490 
R313—WHITE K eoccccccecs 4.05 


trim eeeee eccccee o PA. 
RECS—Lrehe brown kia, Putty kid 
lizard trim..cccceces 4:25 
R506—NAUTIOAL BLUE kid, grey 
kid trim wccccsccccseee 4535 























1%-inch Cuban covered heel. 
Perforated thru vamp and 





Eden last, 
Flex-Mode. 
quarter. 

RG41—Dull kid cece ecccccee s S450 
R3S15—WHITE KID wesceeeeeee 465 




















Olaire last, 2% -inch covered heel. 
FLEX-MODD. Eden last, 1%-inch covered heel. | 
-MODE. 








R310—Black satin kid, Rajah Lizard 
and silk kid trim......-.-84.60 
R314—WHITE KID ..cccccesss 465 


R308S—Dull kid with black and grey 
Rajah lizard trim......+- $4.60 
R300—Prado brown kid with beige 
kid trim ..ccccccccccses 4090 














































Sizes above rn On orders for less than | 
9—50c extra Eden last, 1%-inch wood heel. McKay. 3 - = 25¢. extra I 
R507—Dull kid, black and grey par. 
trim eeccccecces e425 








Ja 
R508—Prado brown kid, beige lizard 
tongue and inlay. ccccceee 450 


The KRIPPENDORF-DITTMANN COMPANY 


CINCINNATI, OHIO 
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United Cushion 
“D” Heels are 
HIGH STYLE 


They dress up 
the shoe 


C U S Hi ; O N a Look for the 
ee D” 
; | F : L UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 








ELASTIC Box Toes give your customers 

real toe comfort. There is no sharp edge 

line and no loose or wrinkled linings to cause 

discomfort because Celastic thoroughly im- 

pregnates the lining and doubler, fusing the 

THE QUALITY upper into one piece. The comfort and style 

of Celastic-equipped shoes will be especially 

BOX TOE appreciated by cs who know he value 
GC of ease and appearance in footwear. 





UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 





jy ENGLISH RIDING BOOTS 
The “Jodgore” 


Built for Comfort 
as Well as Style! 


Men’s or Women’s, in Brown 
or Black Willow ory 

gore side, making 
snug-fitting riding “shee. 
Women’s .....eeee+++e e toe 


Men’s Bd ween 8 
in Bro Black 
Willow "Calf, Strap 
Jodhpur. 

Women’s ...R-1790 
Men’s ..... R-1788 
Children’s ..R-314 





for our com- 
plete Catalog 
B-78 of Riding, 
Field, Aviation 
and Hunting 
Boots at Popu- 


lar Prices. R-1788 


R-1790 


COLT-CROMWELL CO., Inc. 
1239 Broadway EST. 1899 New York City 


424 So. Broadway, Los Angeles, Cal. 

















IMPORTED LINEN 
SP ATS nianitartig Stock 


Shades: white, biscuit, 
grey, tan. 
Also SAILCLOTH 


SPATS in_ natural 
color. 


Samples submitted upon request 


LYONS & COMPAN Y 


122 Duane St., New York, N. Y. 
SPECIALIZING IN SHOE STORE NOVELTIES 








IN STOCK 
BROWN KID 
RAJAH APPLIQUE 
PATENT LEATHER 
MATT. KID APPLIQUE 
BLACK KID 
BLACK SAND APPLIQUE 
ALL WHITE KID 


Combination Last AA te E LEATHER HEEL 


“Made in Phila. by Master Craftsmen” 


Bl =- WoURe o= Co 








—_az 


C. S. GIBBON CO., Ine. 
—_e 


54 No. 4th St., Phila., Pa. 
Boot AND SHOE 


Send for Catalog 
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raw — IN 
” Shoes PROCESS 


FOR MEN AND BOYS 


Wide awake merchants are 
going to get that extra Sport 
Shoe business the coming 
season. 


With 1931 destined to be the biggest Sport 
Shoe year in history, Chas. A. Eaton Co.’s 
“In Process” system will prove invaluable to 
the retailer and buyer. 


The Crawford and Eaton lines of “In Process” 
sport shoes include the season’s smartest cre- 
ations in general sport footwear for Men, 
Boys and Little Gents. 


“In Process” enables you to reduce your stock 
to a minimum yet assures you of a safe and 
constant shipment of the season’s newest 
patterns on unusually low capital. 


‘*Mohawk’’, 
pattern 
eo“ 


B-C-D and B widths for Boys and in 
widths B-C and D for Little Gents. 
An ideal shoe for general outdoor 
and indoor wear, for play, school, 
in the gym or at camp. ‘‘Mohawk’’, 
Price, $3.15; ‘Trail’, $2.65. 


The ‘Golfer’, an Eaton 

style for Men on the 

Shirley last. A _ perfect 

golf shoe at a new pop- 

ular price of Medium 

Brown Elk, dark Brown 

Elk saddle and back- 

stay, clinched rivets on leather sole 

and slanted breast leather heel, Nat- 
al calf quarter lining. Sizes—B 

width 7 to 11—C width 6 to 11— 

D width 6 to, 11—B width 6 to 11. 

Price, $3.85. 


CHARLES A. EATON 
COMPANY 
BROCKTON, MASS. 

















OT a ee 


BUY in tree NEVV 
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Genuine “Compo” Operas 


In Stock— At Once Delivery 
$2.65 


In A, B, C Widths 


“Crescent’’ hit! Gen- 
uine ‘‘Compo”’ operas in Re- 
gents and seamless. Patent, 
Kaffor Kid and Black Satin. 


Also Lustrelle Moire at $2.75. SS 


Crescent Shoe Company 
131-133-135 Duane Street, New York City 


Another 





Best Grade 


100% Compo Operas 
IN STOCK 


$3.29 








#425—Black Kid Regent 
20/8 heel, AA-C 


#426 Black Kid Regent 
16/8 Baby Louis, A-C 


#438 Pat. Leather Regent 
20/8 heel, A-C 


GREENWALD SHOES, INC. 
149 DUANE STREET NEW YORK 


























No. 2614 — Patent. One-Strap, No. 2618—Black kid Oxford Tie, 


steel arch and cottage shank. Also steel arch and cottage shank. Also 
Black kid and Brown kid. in Patent and Brown kid. 


Widths D and BEE—Sizes 3 to 9. 


BLEECKER SHOE CO., INC. 138-140 Duane Street 
Boston: 216 Essex St. Philadelphia: 17 No. 4th St. 


Pittsburgh Headquarters: Hotel Henry 






IMPORTED SANDALS 
IN STOCK 


Styled in Vienna Expressly 
for Us 


All White Kip 


White Kip—Patent 
trim 


Rose Beige—Brown 
trim 


5065 
5066 





5062 





5068 Rose Beige—White 
trim 

Widths A-B-C 
Sizes 3 to 8 


Price $2.25 


Made by Trias 


108 Reade St. 
New York City 


B. Friedman . 
Shoe Co., Ine. 




















eta... 












DR. CAROL’S HEALTH SHOE 
Greatest Value in the World. Lowest Prices in regis ee 


All shoes constructed with fone 
arch support yi Stee! 
shank, parchm 














warter and sock lining, 
leather insoles, wt 
outer soles, 
pair guarantesd.. 


Samples sent 
postage prepaid 


108 Blok Kid, 12/8 Cuban 

, Leather Heel, Snake pa Trt $1.95 

7103—Pat, Leather, 13/8 Cuban : 
Leather Heel, Snake Trim 


Snake Trim, 
SEE EEE $2.10 

15/8 
EEE 


8100—Pat. 15/8 
Cove 


iia eck canoes 2.10 
7104—Biack Kid Stetson Tie, ese~Peny Kis tabs Trim, 
visi? Cuban, Heel. i 1.95 MOT eccuneens 3 EB 2.25 
5—Pat. Leather etson e, 
13/8 Cuban Heel....EEE 1.95  %104—Watermake Putty Kid | 


NU-WAY SHOE co. 12 “ea ‘ie New York City 





ware 





The Season’s Demand! 


GENUINE WATERSNAKE 
IN STOCK 
AA-C 


No. 423—Genuine Beige Water- 
snake, fancy side strap, me- 
dium toe, 20/8 sp. heel. .$5.00 

No. 424—As_ above, 
en EPOCR EO eee ree 

No. 422—As above. Regent 
Opera. 20/8 sp. heel... 





in straps, pumps and oxfords. 



















16/8 sp. { 
$5.00 


$5.00} 
Also Genuine Grey Watersnake q 
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coml 





YORK MARKE = 


L | 
ae THO Smas, ST. se 
Si cz 


© DUANE qe ST. 


C 


$c 


READE = $v. 
+ =r to 


She GREAT WHOLESALE MA MARKET 


SSBB RBBB RBROBPRBeeeeeseeeeeeseeseeeate 





We Challenge Comparison with Any Other 
Shoes in the Country at These Prices 


3861—Pat. Lea. with grey 
watersnake strap and 
trimming 20/8 high. 


3862—Same Baby, 15/8. 


3851—Seasand kid, water- 
snake strap and trims 
to match. 


3852—-Same Baby, 15/8. 


3841—Kaffor kid, grey snake 
strap and trim. 


3842—Same Baby, 15/8. 


LEVEY BROTHERS SHOE COMPANY 
145 DUANE ST., NEW YORK CITY 


-N 


FASHION’S DECREE 


Carried in Putty Beige 
Kid and Black Calf, Gen- 
uine Water Snake trim. 
Spike and Junior Louis 
heels. A, B, C, widths in 
stock. 


J. WEISS SHOE CO. 


137 Duane Street New York City 





Putas -—_" 


High Grade Unbranded “‘Compo”’ 
All Leather Shoes 


A new, modern, scientific method of 
Shoe Making—Eliminating tacks, 
staples, nails and _ stitches, 
which assures better fit, 
longer wear, smarter 
appearance and 
faultless oF 


No. 1542 We toee 


1542—Almora_ Kid $4.00 1519—White Seamless Pump....$3. 75 
1541—Black Demi Glazed Kid.. 3.75 1529—White Regent Pump...... 75 


MANY OTHER STYLES—WRITE FOR CATALOG 


MORSE & ROGERS 


N. Y. Branch International Shoe Co., Inc. OUOsON Sr. 


— wo 


No. 5405— 
Women’s Black 
Kid, snake trim, 
center buckle, 
High Heel, full! 
French cording. 
No. 5404— 
Same in Baby 
Heel. 
No. 5406— 
Same in Patent 
Leather Baby. 
No. 5412—Same in Patent Leather High. 
Also full line of Operas, Oxfords and Straps 
Samples Sent Prepaid 


POWELL & CAMPBELL 


122 DUANE STREET 
ESTABLISHED 1879 








BLOG'S 


CAMP MOCCASINS 
IN STOCK 


Black and Brown extra heavy water proof leather 
Men’s sizes 6 to a 2.50 
Boys’ sizes 2% to 5 

Youths’ sizes 12 to 


Send for Samples 


BLOG SHOE CO., Inc. puane st. 





Lazarus Fried & Sons, Inc. 
120 DUANE STREET NEW YORK 








~~ 
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= Smith Smart Shoes for Women>= 


The Smith ‘Snapz=in Arch—a new, patented feature 


The Smith ‘Snap-in’ Adjustable Arch is for feet abnormally high arched — for weak arches — rie 
for fallen arches. It is the only appliance of its kind adjustable to individual requirements and agin 
removable from the shoe. The exquisite instock style illustrated, carries the ‘Snap=in’ insole, made clasps into which 
especially for the ‘Snap=in’ Arch... No. 40 ($6.00)—Black Kid with Black Lizard trim; No. 41 pgm tee 
($6.25) - ~Brown Kid with Raisin Lisesd trim. Both with 14/8 Leather heel, fibre top... Smith buttons are snap- 
‘Snap-in’ Arches—for styles 40 and 41 only—come SMALL (for shoes 344 to 514); De der to 
MEDIUM (for shoes 6 to 714); LARGE (for shoes 8 to 9)... 50¢ a pair extra. Let ee 

us send you a sample pair of shoes and arches that you may judge the 
unequaled advantages of this revolutionary feature. 


Styles 74 and 41 
AAA, 51% to 9 AA, The undone of the Smith 
Bai Eo 8 “Sna Arch. This remov- 
and C, 3 : to 9;D, “ able y Acar lite of sole 
4to 8 ee leather, kid covered and 
_» scientifically shaped. 


/\y MT SMT STE 


THE J. P. SMITH SHOE COMPANY 
Sangamon and Huron Streets, Chicago 
1051 Marbridge Building, New York 
Smith Smart Shoes for Men and Women + Dr. A. Reed Cushion Shoes for Men 








DUN DEER SANDALS 


on the New Co-Ed Pattern are off to a flying start in both Cali- 
fornia and Honolulu. And this early in the season. Some idea 
is conveyed by the following: One account writes: “Enclosed find 
size up order. Rush Express. Protect us on exclusive sale. Fig- 
ure on several thousand pairs. Do not want any price war.” 
Another account: “Rush Acme enclosed sixty pairs. Nice busi- 
ness though weather cold and rainy.” Three days later: “Your 
sandals taking city by storm. Express sixty pairs white; need 
badly.” Another account after several days selling: “Express 25 
pairs, Acme 60 pairs.” Seven days later: “138 pairs Acme.” 
Wired: “Change to Express.” 


Patent No. 80039 


Profitable and fast selling. Women’s sizes, 2-3-4-5-6-7-8. Chil- 
dren’s 10-11-12-13-1. Full sizes only. One width, adjustable at 
ball strap for either narrow or wide feet. Plenty of colors and 
also combinations of one’s school or college. 5/8 heels. 

“Best Sellers” white elk, smoked elk and patent. Three twelve 
pair lots will convince you quickly. Order now to be assured of 
deliveries. 


ee DUN DEER SANDALS, INC. - AUBURN, N. Y. 


PAJAMA—DANCING—BEACH REPRESENTATIVES: 


The von Hamm-Young Co., Ltd. Arthur MacDonald Perth Shoe Co., Ltd. 
Honolulu, T. H. 140 No. Berendo, Los Angeles, Cal. Perth, Ontario, Canada 
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Snow Storm in 
Chicago Brings 
Big Rubber Call 


CuHicaGo (UTPS)—wWith a sixteen- 
inch snowfall blanketing the city, sales 
of all types of galoshes accounted for 
a large bulk of the retail trade here 
last week. 

A highly cheering note was sounded 
by S. Katz, head buyer for the Fair 
store’s big department store shoe sec- 
tion. The Fair’s fiscal year ended in 
February, and Mr. Katz, after a care- 
ful check-up, announces that their shoe 
department had the best year by far 
in the history of their business. For 
them, 1930 was a banner year. 

Men’s shoes are going extra well, ac- 
cording to Mr. Katz, with blacks, liz- 
ards and reptile trims the leaders in 
the women’s department. He concludes 
with the following bit of sage advice: 

“Why cry? Watch your own busi- 
ness instead of the other fellow’s. Give 
the public value, and you can be sure 
that they will patronize your own es- 
tablishment.” 

Paul M. Seigel, head buyer of wom- 
en’s shoes for O’Connor & Goldberg, 
feels that business is being helped by 
relief of the unemployment situation. 

“We did more business in February 
of this year than we did for the same 
period a year ago,” he says. 

Pumps are best with straps and ox- 
fords next. Black and white Java liz- 
ard is very good, according to this 
buyer, who goes on to say that their 
“Black Marcelle” is sweeping the city 
by storm, and that while their first 
order was a tremendous one, they have 
had to reorder an immense quantity 
and size up several times. All of this 
material is craveneted, a feature that 
is proving distinctly popular in this 
snowy, slushy weather. 

Fray and blue are increasingly popu- 
lar, concludes Mr. Seigel. 


Valley Shoe Executives 
in New York 


St. Louis—Myron Goldman, vice- 
president of the Valley Shoe Corpora- 
tion, makers of Valcraft Shoes, and 
Bernard Brown, designer, are in New 
York this week. They will be joined by 
Jack Doucette, sales manager, who has 
been calling on eastern accounts. 
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Trade Leaders Note Improvement 


Optimistic Messages Read at Meeting of Boston Boot and 
Shoe Club—M. P. Gaddis Elected President 


BostoN—Messages of an optimistic 
nature, addressed to the Boston Boot 
and Shoe Club, were one of the fea- 
tures of the annual meeting of the club. 

Frazer M. Moffatt, president of the 
Tanners’ Council, pointed out that 
“1931 already gives evidence of a slow 
return to sounder conditions.” Roger 
A. Selby, president of the National 
Boot and Shoe Manufacturers’ Associa- 
tion, predicted that a slow and steady 
progress may be expected. Frank C. 
Rand, head of the International Shoe 
Co., noted that “the process of decreas- 
ing inventories of retail merchants has 
been going on for 12 or 18 months and 
that the law of supply and demand will 
become more effective with the plant- 
ing of this year’s crop.” 

“Orders received since January 1,” 
Mr. Selby added, “are somewhat larger 





Finds College Men Prefer 
Smooth Calf 


Buffalo, N. Y—William €. Duffy, 
manager and buyer for the college shop 
of The Kleinhans Co., reports the most 
important change in the style of foot- 
wear for college rien in two years has 
taken place with the opening of the 
spring season with smooth calfskin tak- 
ing the place of Scotch grain leather. 

In the college footwear shop of The 
Kleinhans Co., the preferred style of ox- 
ford for the spring and summer season 
is a semi-brogue developed in calfskin 
with a wing tip priced at $8 instead of 
the brogue style in Scotch grain leather 
with a wing tip at $8.50 which has been 
a predominant feature in college style 
footwear for the last two years. 

Students at the University of Buffalo 
and Canisius College together with many 
high school boys are showing a marked 
preference for calfskin with the result 
that the Scotch grain oxfords are being 
practically discontinued in the college 
shop of the store. 














in volume than for the same period last 
year.” 

A. H. Geuting, president of the Na- 
tional Shoe Retailers’ Association, sees 
“good times on the road” and suggested 
the establishment of a so-called shoe 
and leather trade laboratory in which 
solutions of problems now confronting 
the industry may be worked out and 
tested. 

New officers of the club, elected at 
this meeting, are: 

President, Maxwell P. Gaddis, Inter- 
national Shoe Co., Boston; first vice- 
president, Everett T. Packard, Avon 
Sole Co., Avon; second vice-president, 
Major Charles T. Cahill, United Shoe 
Machinery Corporation, Boston; secre- 
tary, Thomas F. Anderson, Boston; 
treasurer, Frederic M. Haynes, Milton, 
and associate secretary, George M. 
Rand, Tolman University Press, Brock- 
ton. 

Executive Committee—Carl F. Dan- 
ner, American Hide and Leather Co., 
Boston; Horace R. Drinkwater, Edwin 
Clapp & Son, Inc., East Weymouth; 
William F. Hickey, John R. Evans & 
Co., Boston; John T. Hollis, Cushman- 
Hollis Co., Boston; B. Stanley Jordan, 
Jr., Dungan, Hood & Co., Inc., Boston; 
Stephen R. Nichols, F. W. Whitcher 
Co., Boston; Bion F. Reynolds, B. F. 
Reynolds Co., Brockton; Ernest B. 
Southworth, Geo. E. Belcher Co., 
Stoughton; Daniel Tyler, Linscott, Ty- 
ler, Wilson Co., Boston; Augustus H. 
Vogel, Brookline, Mass. 

Addresses were made by James H. 
Brennan, of the Executive Council ef 
Massachusetts; and by John W. Feeley, 
of the Old Colony Advertising Club of 
Brockton, many of whose members 
were present as guests of the Boston 
club. 

Harry L. Rice, formerly of Rice & 
Hutchins, Inc., and J. Rush Green, two 
of the three surviving members of the 
club, were elected to honora:y mem- 
bership. William L. Terhune, of Bos- 
ton, at whose suggestion the club was 
formed, in 1888, was made an honorary 
member some time ago. 





‘DEAUVILLE’ 


Sponsor of the Season’s Finest SHOE LINENS 
Suggests 


DYES 














for Dyeing 


LINEN 


SHOES 


Available in 60 Beautiful Shades and the 
Finest BLACK Dye ever Made! 


Write for Color Chart. 


DEAUUILLE DYES Give Fine ee on ALL Dyeable Shoe Fabrics 
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Cooperation Succeeds Competition 


Retail Shoe Merchants of York, Pa., Have Accomplished 
Constructive Work Through Progressive 
Local Association 


York, Pa.—Competition, in the sense 
that it has been a bugbear of retailing, 
has been practically eliminated by the 
retail shoeman of York, Pa. Here is 
one town in which there is no night 
time window scouting or daytime check- 
ing up of customers in rival! shoe stores. 
This ideal condition exists through the 
functioning of the York Shoe Retailers’ 
Association. 

It was ten years ago that this or- 
ganization started. The secret of its 
continued successful life of endeavor 
lies in the fact that each member has a 
definite organization job to do. All are 
interested workers, not just members. 
It is no easy task to develop new prob- 
lems for each monthly meeting which 
will hold the attention of all, but so 
far, willing officers of the association 
have ably done this job. In addition to 
stated monthly meetings, all employees 
meet with the proprietors once a year 
in a joint meeting. Then in the sum- 
mer a stag outing is held for all the 
retail shoemen. 

Undoubtedly the greatest achieve- 
ment of the York association was the 
breaking down of the competitive spirit. 
Each merchant knows what the other 
carries, so in all cases when a customer 
is walked, definite advice is given as to 
where the desired article may be pur- 
chased. Recommending a neighbor mer- 
chant is mighty good business in many 
respects. Merchants freely visit one 
another without any restraint. Raising 
the standards of doing business is also 
a@ praieworthy accomplishment. 

There is not a great deal said in the 
local papers about the organization as 
a body, due to the public feeling that 
these associations have the boosting of 
prices as a sole aim. To the commu- 
nity at large, York Association gains 
fame chiefly in the annual shoe style 
show which is put on just before 
Easter, also from its liberal spirit in 
donating trophies to various athletic 








New Stores in Los Angeles 


Los ANGELES, CAL. (UTPS)—From 
the expansion activities of shoe retail- 
ers in and around Los Angeles it is ap- 
parent that business conditions are on 
the upward curve. No less than three 
new shops have opened in downtown 
Los Angeles within a period of a week 
or little more, and at the present time 
two outstanding downtown stores are 
remodeling and adding space. 

One, as has been noted previously, is 
the Hanan shoe store, which is remodel- 
ing its newly taken premises on fash- 
ionable West Seventh Street. The 
other is the Innes Shoe Cmopany, with 
branches at 642 S. Broadway, 6501 
Hollywood Boulevard, Hollywood, and 
452 E. Colorado Boulevard, Pasadena. 
The latter concern is doubling the 
frontage of its Broadway store, giving 
the shop more window display, more 
reom for merchandise and providing a 
separate and additional entrance to the 
store. Upon completion of the new ad- 
dition the store’s men’s shoes will. be 





carried in the new location. 
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events—taking a more progressive part 
in city affairs than the staid Chamber 
of Commerce. 

One of the latest bids for favorable 
publicity was cooperative advertising, 
in which the public was advised that 
wearable old shoes were worth a dollar 
when buying a new pair. Old shoes so 
collected were turned over to charitable 
organizations. 

Recently elected officers to the York 
Retail Shoe Association are: President, 
Edward Reinberg, succeeding Mose 
Leiberwitz, who was president for the 
past four years and who is now vice- 
president; secretary, T. Lewis, of C. H. 
Bear & Co., men’s shoe department; 
— Carl Martin, of G. R. Kinney 

0. 


Cleveland Looks for Big Call 
for Water Snake 


CLEVELAND (UTPS)—According to 
shoe retailers here, snake is going to 
be a’ big item this spring, and the win- 
dow displays are concentrating some- 
what in this direction. A good turn- 
over on watersnake is anticipated be- 
tween now and Easter. Linens will be 
the big rising item for summer, ac- 
cording to the dealers in this locality. 

As stated by J. Harold Roberts, man- 
ager of the Stone Shoe Company stores, 
black and white combinations will go 
well this spring, and watersnakes will 
be the big thing between now and Eas- 
ter. Lizards should also be good, he 
says. Despite the lateness of the sea- 
son, there is still a call for suedes, 
mostly in black. White shoes have 
found a little demand for southern 
wear, and black patents have experi- 
enced a renewal in the demand. 

Dark blue kid ought to be good this 
spring, says Mr. Roberts. After Eas- 
ter the linens will come into favor and 
will cut in on the whites this summer. 
Black kids are the big items now, while 
step-in pumps, ties and straps are de- 
manded in the order named. Business 
has shown a very definite increase in 
the last ten days. 

A. C. LaRose, women’s buyer for 
the Chisholm Shoe Company stores, 
says that snakes are starting to sell al- 
ready, and he expects a good business 
on them. Medium to narrow toes have 
the demand in women’s shoes, and 
black kid is well in the lead. Straps 
have been falling off, and step-in pumps 
rank first in sales, with ties running 
second. Sea sand will be the big color 
for spring, in the opinion of Mr. La- 
Rose. Patents, he thinks, will show a 
comeback next fall. 
will be a trend to linens, but he thinks 
there will also be an increase in whites. 


In men’s shoes H. L. Jetter, buyer | 
for this line of merchandise for the | 


Chisholm Shoe Company stores, ex- 
pects a trend toward the medium 
shades of tan this spring. The ten- 
dency is away from the wide toe and 
toward the narrow. Black shoes con- 
stitute about 80 per cent of the sales 
at the present time. Men want plain 
shoes with no fancy trimmings or 
stitches. 





This summer there | 








Tell and 
Sell 


EALERS everywhere who 

are selling Musebeck 
Double-Arch Wear-Straight Con- 
struction are building business 
and profits in their men’s depart- 
ment. It’s easy to sell Musebeck 
Shoes because the selling points 
The 


tells a 


are scientifically correct. 
cut apart demonstrator 
wonderful story that men will be- 


lieve. 


METATARSAL ARCH 








(C) Musebeck WEAR-STRAIGHT insol, 
shaped to give perfect foot balance. Result: 
Outsoles wear straight across bottom in- 
stead of wearing thin to wedged shape at 
outside ball. 

(D) Thick, mellow insole, shaped to Meta- 
tarsal Arch. A permanent solid leather arch 
that fits the normal foot and does not collapea. 

(E) Imported hair felt, chemically treated. 
Ap insulation against dampness, cold or heat 

Copynghted 


MUSEBECK 
SHOE COMPANY 


DANVILLE, ILLINOIS 








WHERE TO BUY 
Men’s Shoes 


le a eh i die ie i 


15 stvies§ 
RETAIL 


In Stock Service 


EM.HOYT SHOECO. 
eerie 6, Manchester,NH. ff 





“A MAN’S DECISION” 


THE 


Besten—183 Essex Street Brockton, 








- Y—915-917 Marbridge Bldg. Mass. 











M. A. PACKARD CO., Makers 
BROCKTON —_, 


NETTLETON 
Shoes of Worth 
A. E. NETTLETON CO. 


H. W. COOK, President 
Syracuse, N. Y., U. S. A. 
M@BN’S FINE SHOES EXCLUSIVELY 














Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 

SHOES 


Brockton, Mass. 











Richards & Brennan Co. Randolph, Mass. 























Pioneers in the Shoe Business 








INDIANAPOLIS, IND. (UTPS) — The 
photograph is one of seven pioneer 
shoe merchants, who attended the re- 
cent Shoe Travelers Association con- 
vention, held in Indianapolis. 

These men sold shoes when Congress 
gaiters were all the rage; copper toe 
shoes for children and red top boots for 
older boys, and ladies’ high shoes that 
had no less than twenty-five buttons. 

Left to right, front row—Joe War- 
render, Indianapolis, forty years; Sam 





Schwartz, Muncie, Ind., forty years; 
Harry . Moore, Greencastle, Ind., 
thirty-five years; Charles E. Wilson, 
Indianapolis, forty-five years. Rear 
row—J. E. Scroggy, Indianapolis, forty | 
years; Arthur G. Brown, Indianapolis, 
forty years; and Paul O. Kuehn, South 
Bend, thirty-five years. 

Two hundred and eighty-five years 
are represented in the picture of con- 
tinuous service in the shoe business. 








Adopt Uniform Adjustment 
Blank 


Los ANGELES, CAL. (UTPS)—In a 
movement sponsored by the California 
Shoe Retailers’ Association, Los Angeles 
shoe retailers, members of the local 
association, have adopted a uniform ad- 
justment blank system for the purpose 
of checking chronic cases of customer 
complaints. The plan is to be put be- 
fore other retailers in the State-organ- 
ization and will, if adopted, become a 
state-wide practice, the ultimate aim 
being to cut down on the number of 
complaints by eliminating the chronic 
adjustment seeker. 

The blank in use by the Los Angeles 
Shoe Retailers’ Association bears the 
customer’s signature and allows space 
for Stock No., Size and Factory. Inci- 
dentally, it undoubtedly serves also as 
a means of checking up on certain 
manufacturers if their particular lines 
receive more complaints than others. 
The blank, however, is designed to 
carry a complete history of the trans- 
action, with space for reasons for ad- 
justment or exchange; purchase price; 
charge for wear; amount allowed; date 
on which the transaction is put through 
and the name of the person in charge 
of the adjustment. 

These records are filed away by the 
individual stores and are accessible to 
any association member. Thus, for ex- 
ample, if one shoe dealer has had a 
number of complaints from a pur- 
chaser, he may call on other dealers 
and receive information. 


H. J. Jarman Heads Shoe and 
Leather Fair Society, Ltd. 


Lo@@ON—At a meeting of the board 
of dif€ctors of the Shoe and Leather 
Fair. Society, Ltd., held on February 
26, H. J. Jarman, chairman and man- 
aging director of Messrs. George Mor- 
ris & Son, Ltd., leather factors and im- 
porters, 53 Weston Street, Bermondsey, 
London, 1, was unanimously 
elected president of the society for the 
ensuing year. 


58 





Foot Care Stressed in 
Bulletin 


MILWAUKEE, WIs. (UTPS)—“A tight 
stocking and a pinching shoe may cause 
as much discomfort as some physical 
deformity! If people would pay as 
much attention to shoe comfort as they 
do to other wearing apparel, there 
would be fewer complaints about foot 
trouble.” 

So says the educational committee of 
the Wisconsin State Medical Society in 
a bulletin issued March 11. It declares 
man was intended to walk barefoot, 
and all foot ailments are caused by 
people wearing shoes and stockings 
which do not fit properly. 

“The feet should be bathed once a 
day,” states the bulletin. “The soap 
used should be non-irritating, and the 
foot, after bathing, should be dusted 
with a non-irritating powder. For 
tired feet the addition of small quanti- 
ties of salicylic and boric acid may be 
helpful. 

“Going barefoot today should only be 
indulged in sand and water. There is 
considerable danger of picking up ring- 
worm of the foot by doing so. This is 
especially true where large numbers of 
people walk without shoes.” 

he society bulletin enjoys a wide 
distribution in Wisconsin. 


William E. Warner Dies, 34 
Years a Shoe Buyer 


YOUNGSTOWN, OHIO— William E. 
Warner, buyer for the shoe department 
of The G. M. McKelvey Company, this 
city, died March 5, at the age of 79. 
Mr. Warner celebrated his thirty- 
fourth anniversary with the McKelvey 
concern in the position he held at the 
time of his death, on Oct. 5, 1980. He 
was at the store two days before his 
death. 

Mr. Warner was born in Franklin, 
Delaware County, New York, and re- 
ceived his first merchandising experi- 
ence in his father’s store, and also with 
Deacon Russel, Cooperstown, N. Y. He 
also operated stores of his own. 
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THIS “ROO 


as the Australian 
calls him 


seems to be trying to prove that he’s 
an upstanding fellow. Or, maybe, 
that he is something of an equi- 
librist. ... 


Whatever his purpose, he has given 
us a fine opportunity to observe 
how he uses that sturdy tail with 
tripod effect. 


Some believe that the kangaroo’s 
tremendous leaps are made possible 
by this apparently powerful tail. 
Such is not the case, as the tail is 
largely used to balance and support 
the body when standing still or de- 
fending himself. 


The corded leg and thigh muscles 
which are his chief source of power 
are clearly evident in this picture. 


That leather made from such an 
active animal’s skin is tough and 
durable is easy to believe. On the 
other hand, it is also just as soft 
and pliant. 


Kangaroo is the strongest leather 
for its weight used in shoes. Its 
fine grain and texture makes un- 
usually comfortable and good-look- 
ing shoes in all grades. 


Some types of leather are known 
as Kangaroo sides and Kangaroo 
calf. This refers to the type of 
finish only. They are not genuine 
Kangaroo. 


ALL ARE SURPASS 


* 


by Smiths 


ae 


Photo 
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LEATHER COMPANY, NORTH PH LADELPHIA 


Tanners of Black and Colored Kid Black Kangaroo _—_ Colored Kid Linings 
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WHERE TO BUY 


Men’s & Women’s 
Slippers 


6 8 a 8 8S 


No.C776—All 
for immediat 


in stock 

W rite for cises lar de; 
Rest-Rite ty 
Athletic Shoe Co, 
914N. Marshfield Ave. 
Chicago, Hil. 








mareers to Retail $ l 


or less 





A generous profit for you in Rivoli Slippers. 

The newest styles and materials. Samples 

sent on request. Order them now! 
RIVOLI SLIPPER CO., INC. 

77 St. Francis St., Newark, N. J. 














‘ HORCO SLIPPERS are made better— 
. and sell better==than any other slippers 
on the market in the popular price 
clase. Catalog on Request 
VINCENT HORWITZ Woon ome 
64-76 W. 23rd St. 














STOCK 


CHEKKO BRAIDED 
SANDAL CORP. 
303 4th Ave., New York City 

















High Grade Mules 
and D’Orsays 






Catalogue sent on 
request 


Paristyle Footwear Mfg. Co., Inc. 
Salesroo 


Factory and m 
153-159 West 27th St. New York City 








Twelfth Annual Boston Shoe 
and Leather Fair 


Dates: July 7, 8 and 9, 1931. 

Place: Hotel Statler, Boston, Mass. 

Purpose: To. promote the prosperity 
of the New England Shoe and Leather 
industries. 

Headquarters: 166 Essex Street, Bos- 
ton, Mass. 











Cincinnati Shoe Co. Takes 
Over Logan Factory 


LoGAN, OHI0O.—The Cincinnati Shoe 
Company has taken over the shoe 
factory here, idle since May, adding 
a capacity of 1500 pairs a day to 
its present capacity through the Bethel 
plant of 1500 pairs.: Machinery has 
bee been ordered. Operations are to be 
begun within a month and Cincinnati 
officials have declared their belief that 
on the basis of demand for their prod- 
uct, capacity production will be reached 
here within a short time. 

Cincinnati Shoe has gained its repu- 
tation in the women’s corrective price 
ranges, $3 to $4, specializing in accu- 
rate fit. Officials state that the Logan 
plant was selected because of pivotal 
geographical location, permitting quick 
service to their customers in all parts 
of the country and because of available 
high grade shoe makers. 

Alby Brown, a Logan man with an 
excellent experience, has been engaged 
as superintendent. Cincinnati’s cus- 
tomers include the leading department 
store and chain store operators. P. A. 
Pathe is president of the company, 
which is over thirty years old. 





California Merchants Change 
Convention Plan 


Los ANGELES, CAL. (UTPS) — The 
Board of Directors of the California 
Shoe Retailers’ Association has decided, 
in place of the annual convention of 
the association this year, to hold a Los 
Angeles day for retailers and traveling 
men and a one-day session in San 
Francisco for the Northern retailers. 

The desire of the association direc- 
torial staff is.to relieve financial bur- 
den from the manufacturer’s shoulders 
and to arrange meeting dates at a time 
that is most convenient for both fac- 
tors. No definite programs for these 
Northern and Southern sessions have 
as yet been announced. 





Milwaukee Firm Increases 
Production 


MILWAUKEE Wis. (UTPS)—William 
-G. James, president of the Huth-James 
Shoe Manufacturing Co., reports that 
his business at the present time is ex- 
ceeding that of the pre-depression 
period. So far fifty extra workmen 
have been added to the force, which 
now numbers 550, the largest number 
ever employed in the history of the 
concern. 

So far this year Huth-James sales 
have exceeded by 11,000 pairs of shoes 
the business transacted for the same 





period in 1930. The present produc- 
tion rate is around 3,000 pairs daily. 
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John A. Quinn Heads 
Rhode Island Association 


PROVIDENCE, R. I.—At a recent meet- 
ing the members of the Rhode Island 
Shoe Retailers’ Association and sales- 
men from the various shoe _ stores 
throughout the state, held in the St. 
Regis banquet hall, the following offi- 
cers were elected: President, John A. 
Quinn, Providence; vice-president, Em- 
met Smallings, Providence; secretary, 
David Barry, Pawtucket; treasurer, 
E. S. Lafayette, Woonsocket; directors, 
George E. Peirce, Jr., Stephen O’Neil 
and Herbert A. Hoskins of Providence; 
Emil Brindemour of Pawtucket and 
Louis Heneault of Woonsocket. 

John W. Haley spoke on “The Cus- 
tomer.” 





Ask Increased Tariff on 
Calfskins 


WASHINGTON, D. C.—An increase of 
the import duty on calf and kip shoe 
leather, rough or finished, wholly or 
partly manufactured into forms or 
shapes, has been requested of the 
United States Tariff Commission by 
the Calf Tanners’ Association, Girard, 
Ohio. 

The present duty on this type of 
leather is 15 per cent ad valorem. In 
pursuance of its policy, the commission 
did not make public the new duty re- 
quested by the association. It is prob- 
able, however, that a hearing on the 
request will be held some time during 
the coming summer and the request 
will be made known at that time. 





Talks on Leather Exporting 


BostoN—At the luncheon of the Bos- 
ton Advertising Club on March 10, 
Joseph Kaplan, member of the firm of 
the Colonial Tanning Company, in 
charge of export sales, gave an address 
on the subject, “The How and Why of 
Exporting Patent Leather.” In the 
course of his address, Mr. Kaplan said: 

“One of the things that I consider 
essential for every successful exporter 
is what I term ‘The International 
Viewpoint.’ It is absolutely essential 
that anyone seeking a foreign market 
study very carefully the needs of: the 
foreign customer and then go still fur- 
ther and study his racial characteris- 
tics, the particular requirements of his 
market with regard to packing, ship- 
ping and other details—yes, even his 
peculiarities and eccentricities.” 

Mr. Kaplan also spoke of the neces- 
sity of having a suitable product and 
prompt delivery. He went into the 
question of export credits and advised 
careful consideration of this subject 
with moderate extension of credit. 





Better Store Salesmanship 


MILWAUKEE—A. G. Heinmiller, ad- 
vertising manager S. J. Brouwer Shoe 
Co., Milwaukee, in a letter to the sales- 
people said: 

“Am I finding fault with the fact that 
we have been selling so much sales 
merchandise? No, not that. But after 
a time of sales, there is a tendency to 
think that everybody that comes into 








the store, thinks only of price.” 
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RUE EROPORTIONS 


TRUE 
DESIG 








When you use COORDINATED |ASTS 
and PATTERNS 


Nature maintains the same proportions in the small, 

medium, and large sized foot. It is now possible, through 
the Coordinated Last and Pattern system, to maintain the same true pro- 
portions of the human foot in the successive sizes of footwear. The Co- 
ordinated Last and Pattern system is an outstanding shoemaking achieve- 
ment that gives to all sizes of footwear the best fitting qualities that genius 

can provide — True Arches, True Heel Heights, True Heel Treads, and a 

True Toe Spring. Uniformity of model appearance in every size means 


stronger style appeal. 


UNITED LAST COMPANY + BOSTON «+ MASS. 


Boot AND SHOE RECORDER 
combining T'HE SHOE RETAILER, March 21, 1931 






















el et ee ei ei ie i 


WHERE TO BUY 


Men’s & Women’s 
Slippers 


SFA EF SP SP Pe 


Bn 





W. S. CHASE & SONS 
HAVERHILL, MASS. 


FINE SLIPPERS 


Men and BOYS 

HANDTURNED 
$2.00 to $2.85 

Boston Office: 501 Statler Bldg. 













No. 1435—Tan 
id a 
C-D-E, $2.60 








ee) L. B. EVANS SON CO., Wakefield, Sk) 
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WHERE TO BUY 
Shoe Forms 


6 6 FE 


Jatry JOrms 


for Shoes and Hosiery 


made of white, 
transparent or colored 
FAIRYLITE 


Shoe Form Co.,Ine., Auburn, N. Y. 
ERE St Re Ae TT 28 
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WHERE TO BUY 
Riding Boots 
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RIDING BOOTS 
IN-STOCK 
For Men, Women and 
Children sles 
8 
Boots. 
Write for catalog. 































Spring Shoes Well Displayed 



















An attractive arrangement of merchandise and a particularly effective lighting scheme in 
the Fashion Shoe Shop in Flushing, one of the most up-to-date stores on the north 
shore of Long Island 

















Further Gains 
Noted in Lynn 


Shoe Factories 


LyNN, Mass.—A further improve- 
ment in business is reported here. Tele- 
graphic orders coming to the factories 
from time to time indicate that stores 
are short of shoes of the right size and 
style. Prices firm up as demand 
strengthens. Present production, of 
course, is for spring openings and Eas- 
ter sales. Designers are busy on pat- 
terns for summer novelties, especially 
sport shoes, and some work is already 
being done on fall styles. It’s uncom- 
monly early to start on fall models, 
However, people keep on wearing shoes, 
and a lot of them must be styled in 
advance, as well as made in advance. 

A new white suede calf leather is 
reported and, also, a new linen shoe to 
be trimmed with leather, a larger use 
of patent, for whole shoes and even for 
trimming fabric shoes, a gain for mo- 
rocco, and the combination of morocco 
and watersnake are among the new 
ideas reported. The finest morocco, 
No. 1 grain, corresponds to the pin seal 
morocco of the pocketbook and book- 
binding trade. Its grain is about the 
size of a head of a pin. The No. 2 
grain, a little larger, is more popular. 
The pigskin grain is liked for sport 
shoes. As usual, an early opening of 
the white season is reported. How- 
ever, the weather will determine that. 
There has been some questioning about 
grays for Easter, but it appears to be 
based chiefly on the record that grays 
have sold during former Easter sea- 
sons. 

Buyers are keen on sport shoes, most 
of them seeking a clever type that will 
retail at $4 a pair or less, and some 
asking for junior models for school- 
girls that can be retailed at $1 each, or 
$2 a pair. Of course, there are better 
grades. It is noted that the popular 
sport shoe for women has changed 
from the welt, low of heel, broad of 
sole and heavy of construction, to the 
light and dainty McKay, wood heeled 
and high of arch, such as make up the 


spectator sport class. 
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Bottoms of shoes are getting a larger 
attention, partly because of the new 
styling and partly because of new 
methods of construction. The new ef- 
fort is to put as much style into the 
bottom as into the upper. So soles are 
“conformed,” that is, cut and molded 
so that they will fit to the bottom of 
the last quite as precisely as do the 
uppers. 


New Thought in Men’s Shoes 


BostoN—A new line of men’s shoes 
observed here last week is notable for 
its striking outlines, for the side walls 
as well as the toe are built up higher 
than is usually the case, and the shank 
is drawn in to lines slimmer than is 
usually the case. The result of this 
is that the fore part is somewhat heart 
shaped, for the toe is bound down to 
narrow rounding lines, such as would 
be described in the women’s trade as a 
25 cent toe. A line of white stitches, 
in novelty tip formation, is the sole 
decoration. The shape is enough. 

This striking style, quite different 
from anything which has been seen be- 
fore, appears in a five dollar line, and 
its presence opens up the question if 
the new fast styles are coming in the 
popular price lines of men’s shoes as 
they did in the women’s shoes. 








New Store in Minneapolis 


MINNEAPOLIS, MINN. (UTPS)—AI- 
len’s Minneapolis shoe store opened 
at 610 Nicolet Avenue in charge 
of H. F. Fritsche. Policemen were re- 
quired to regulate the traffic in and 
out of the store. The exterior is thor- 
oughly modernistic set off by a red 
Neon sign. Shoes were sold at $3.95 
and hosiery at 95c. : Modernistic man- 
nequin dolls were given to the women 
purchasers of shoes. The show win- 
dows are extremely attractive. 

Mr. Fritsche sees a market for 
pumps with dainty appliques or in all- 
over materials, also low cut ties and 
sandals in style. Shades, he says, will 
run from sea-sand kidskin, the 1931 
beige shade, to blue gray and black, 
wit! the latter in vogue with a touch 
of reptile. 













Philadelphia Workers 
Miake Better Shoes 


R a period of fifty years Philadelphia 

has been identified with fine shoemak- 

ing. Her workers have earned the reputa- 

tion of being steady, highly productive, and 

skilled in handling leather and finishing it 
into footwear of the better quality. 


Why not let Philadelphia’s skilled workers 
add to the prestige of your shoes, especially 
in view of the fact that Philadelphia affords 
so many other factors favorable to the shoe 
industry? 


Proximity to large quantities of leather pro- 
duced in the Philadelphia area affords 
Philadelphia manufacturers first choice in 
the selection of the right leathers. It makes 
possible smaller inventories. 


Without cost or obligation this Association 
will prepare and submit data relating specif- 
ically to Philadelphia’s opportunity for your Philadelphia affords in favorable 


- mce all important factors for 

indu: 1 and commercial prog- 

branch of the shoe industry. Please address foo, thy Key mo olor 
the important facts. Address 


Dept. B. M. on your business stationery. ear monty a a 


DELPHI 
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WHERE TO BUY 
Ballet Slippers 


* KENDALL 710i" sttie, 
BALLET SLIPPERS ee 













SEND FOR CIRCULAR DEPT. C 


% KENDALL SHOE COMPANY 


HAVERHILL, MASS. * 











Im Steck Black Kid 
Ballet miphe and Left 
at 
Ladies’ $1.25 pair 
Misses’ $1.20 pair 
Child’s $1.15 pair 
BLOG SHOE CO., INO. 


147 Deane Street, 
New York City 











Sumith 
@ALLETS 
Rights and Lefts 


Two Grades 


‘om. Miss. i. 
$1.50 $1. $1.40 
1.35 1.30 1.25 wmM. 
In Stock SUMNER 
SMIT 


325 West Monroe 








Chicago, Ill. 








BALLET SLIPPERS—IN STOCK 


of the unusual kind 
B102 Bik. Kid Hand Ture 
Seft Tee 


Child’s 6 to 11—$1.85 
Misses 11% to 2— 1.46 
Women’s 2% to 8&— 1.45 
Also Hard Toes 
SOHWARTZ &2 HERDER, Inc. 
Specialists in Gallet and Comfort Siippers 
341 Ne. 1ith St., Philadelphia, Pa. 








BLACK KID BALLET SLIPPERS 


MADE ON RIGHT AND LEFT LASTS 

Wom. Miss. Childs 

Style No. 600. .$1.35 $1.80 $1.35 

Style No. 609.. 1.30 1.16 1.16 
Prices Slightly 






Brooks Shoe Mfg. Co. 
Phalledeiphis— 
Owancen and Ritner Sts. 

Les Angeles—-1163 Se. Hill mt. 


QUALITY 


We are known to dancers 
i for fine footwear at low 
cost. Italian Toe Danc- 
ing Slippers, Hoffert Danc- 
ing Flats, ndals, tap 
plates, rompers, supports, 
and other dancing supplies 
that your customers need. 


IN 
STOCK 





Write us! 


CHICAGO 
THEATRICAL 
SHOE CO. 
3rd Floor, Capitol Bldg. 
159 N. State St. 
Chicago, Ill. 





The Hoffert 
Toe Slipper 





Spats Sell in the South 


Birmingham, Ala. (UTPS)—Spats 
have sold better in Birmingham this 
winter than in any previous year. Last 
winter there was a decided increase in 
demand for spats but this winter the 
demand was still better. 

The Guarantee Shoe Co., one of the 
leading shoe stores here has had an ex- 
cellent sale in spats, according to Joe 
Weeks, manager of the men’s depart- 
ment. 











OBERT I. EMMETT of the Watson 

Shoe Co., Stoughton, Mass., has 
returned to the New York office of the 
company after a trip through the 
South which included stops at the 
Florida winter resorts in order to 
to study style tendencies as reflected 
in the footwear seen there. 





H. MAYBURY, a widely known 
¢ traveling man, is now representing 
the Lippitt chain of factories at the 
New York office in the Marbridge 
Building. The Lippitt chain includes 
the Reliance Shoe Company at Beverly 
and the Dignity Shoe Company at 
Chelsea, both making women’s McKays, 
and the Minerva Shoe Company at 
Beverly, which makes shoes by the new 
adhesive process. 





A T the recent annual meeting of the 
Colorado Shoe Travelers’ Associ- 
ation, held in Denver, the following 
officers were elected to serve for one 
year: President, Charles C. King; vice- 
president, W. B. MacNutt; secretary- 
treasurer, H. J. Shull. Newly elected 
directors are E. R. Carey, A. P. Her- 
ford and E. C. Stoffer. The meeting 
was held in the club headquarters, 
Room 501 Jacobson Building. Plans 
also were made for a series of monthly 
get-togethers to which visiting mem- 
bers. of the traveling fraternity are 
cordially invited. 





‘T BE three associations of traveling 
salesmen with headquarters in Bos- 
ton—the Boston Shoe Travelers’ Asso- 
ciation, the Southern Shoe Travelers’ 
Association and the Boston Shoe Asso- 
ciates—held a joint comgeg | in the 
Chamber of Commerce aturday, 
March 7, presided oyer by John S. 
Whittemore, president of the first 
named organization. 

A large part of the meeting was 
taken up in a discussion of the outing 
which is to be held during Boston Show 
Week in July, under the auspices of 
the Hospitality Committee of the Bos- 
ton Shoe and Leather Fair. As was 
the case last year, the travelers will 
act as hosts to visiting members of 
the shoe, leather and allied industries 
on a boat ride down the harbor which 
will end, probably, at Pemberton, with 
a program of sports and a_ shore 





Coast orders filled from: 
6715 Hollywood Bivd., Hollywood, Cal. 


dinner. 
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On the Selling End 


News of the Shoe Travelers and Sales Activities 


CHARLES I. SLIPHER, president 
of the Indiana Shoe Travelers As- 
sociation, was elected president of the 
Post B, Indiana division, of the Trav- 
elers’ Protective Association, at the an- 
nual election, Saturday, March 7. 





HowarkD E. MAHONEY is making 
his final spring trip in New Eng- 
land. for the Walter Booth shoes for 
men. He finds the line meeting with 
unusual approval. Sport shoes, he 
finds, are selling in a large way, with 
tan and genuine pig combinations im- 
portant, 





Bes SOUTAR has joined the sales 
staff of Sarra & Tucker, Lynn, 
makers of fine McKays and turns, and 
is traveling through the Southwest and 
into Texas. Mr. Radcliff is also han- 
dling Sarra & Tucker lines in big cities. 
Miss Marie Finnerty is now New York 
representative of the firm, with head- 
quarters at the McAlpin, and she trav- 
els as far south as Washington and as 
far west as Chicago. 





D. F. GIBSON, vice-president of 

* the E. P. Reed & Company, man- 
ufacturers of Matrix shoes, spent sev- 
eral days in Atlanta recently with 
. A. Alexander, southeastern sales 
representative of the company, and 
Oscar Thompson, merchandise man- 
ager for Rich’s shoe department, which 
has recently installed this line of shoes. 
Mr. Gibson is making a market analy- 





OHN B. IHLE, shoe traveler, who 

has made his home in Portland, 
Ore., for the last fifteen years, has just 
severed his connections with the O’Don- 
nell Shoe Corp. Mr. Ihle said that 
he has not as yet made any definite 
plans for the future. 

Mr. Ihle has sold the A. A. Cutter 
line for the last fifteen years. About 
three years ago the A. A. Cutter busi- 
ness was consolidated with the O’Don- 
nell corporation. During these man 
years Mr. Ihle has maintained head- 
quarters at Oakland, Cal., while hav- 
ing his home in Portland. Prior to 
taking the Cutter representation, he 
traveled fourteen years for J. P. Smith 

ons. 





RESOLUTION S calling on hotels for 
a reduction of their rates on 
sample rooms, recently passed by the 
Southwestern Shoe Travelers’ Associ- 
ation, have been embodied in a letter 
by Secretary-Treasurer W. T. Mitchell 
and sent to the National Hotel Keepers’ 
Association, the Texas Hotel Keepers’ 
Association and several of the leading 
hotels throughout Texas and the South- 
west. The resolution calls attention to 
the alleged unfairness of the war-time 
practice of hotels in charging a full 
day’s rate for a —_ room used for 
only a short part of the day; and points 
out that “the Southwestern Shoe 
Travelers protest such charges and 
earnestly solicit the just charge of a 
reasonable day rate.” 
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Sixty Million People 


suffer with 


Athlete's Foot 


“GYM FOOT” -”GOLFER’S ITCH” 
Itching Feet and Toes, Ringworm 
on the Feet and between the Toes 


= 


ROFI 


By the prevalence 
of this painful, 


annoying skin disease, by recom- 
mending this safe, tested remedy 


This is the most prevalent of all skin diseases — especially 
found among golfers, athletes; and those who frequent pub- 
lic. beaches, showers and pools. Fifty per cent of our adult 
population have it—one out of every two who come into 
your store or look at your windows are prospective users of 


Dr. Scholl’s Solvex 


Solvex penetrates deeply into the tissues, stops the itching 
at once and its germicidal and antiseptic properties kill the 
germ immediately. 


Cash in on the demand our national advertising is creating 
for this safe, sure remedy. Display it in your windows, on 
your counters and suggest it at every opportunity. 


WATCH FOR OUR RADIO ANNOUNCEMENT—On April 7th, at 7:45 
p.m., Eastern Standard Time, THE SCHOLL MFG. CO., INC., GOES 
ON THE AIR over a coast to coast broadcast on the N. B.C. net- 
work. Here is a Truly National Hook-up to help you sell more 
SOLVEX and other Dr. Scholl Aids for the Feet—to make more 
sales and more profits for you. 


A very attractive counter 
display card given with 
each order for one dozen 
jars. We will also furnish 
you with a newspaper 
electrotype and 250 Solvex 
circulars with your name 
imprinted, when request 
accompanies your order. 


Retail $1.00 a jar 
Wholesale $8.00 a doz. 


THE SCHOLL Mec. Co., Inc. 


213 WEST SCHILLER STREET, CHICAGO 
62 West 14th St., New York 112 Adelaide St., E., Toronto 
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Grateful Solvex Users Like These 
Help Your Sales 


“Itching Ceased After First Application’ 


For the past twenty years I have tried to get something 
that would cure my feet from breaking out. Physicians 
and skin specialists have all attempted to cure them. 
They would crack between the toes, bleed and itch. 
They would become so galled that at times I could 
scarcely walk. 

SOLVEX was recommended and after using about one- 
half jar they were practically well and ceased itching 
after the first application. I recommend it to everyone 
who is having a similar trouble. 

D.-N. Murrett, Benton Harbor, Michigan. 


““My Feet Are Now in Perfect Health“ 


I had a skin infection between the toes (‘“Athlete’s 
F ot” they call it) for five years, and suffered keenly 
from it. I not only tried every so-called remedy for this 
condition I could find, but employed six different doc- 
tors during this period without success. 

Five weeks from the time of the first application of 
Dr. ScHOLt’s SoLvEx this condition was completely 
cleaned up. My feet are now in perfect health. Please 
count me one of your most ardent boosters for SoLvex. 


Epwarp Marion, Harrisburg, Penn. 
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WHERE TO BUY 


Dancing Shoes and Taps 
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TURN COMFORT SHOES 


Straps 
Oxfords 
Boudoirs 

Tap Slippers 


The Best Values on the market today 
to retail at $1.98 to $2.98. 
Write for samples 


GLENN ROBERTSON SHOE CO. 
MINNEAPOLIS, MINN. 


THEO-TIE 


A_ well-made turn 
slipper for Musical 
Comedy Dancing. 
In big demand by 

















tails profitably at 
$6.50. In White 


retails SEND FOR NEW 


1931: IN STOOK 
CATALOGUE AND 
AGENCY PLAN, 


Canvas, 








TOCK 
No. 9780—Black Kid 
$1.75 


TAP SHOES Atte” 


No. 9785—Patent 
Leather 


$2.25 
BROOKS SHOE MFG. OO.) 
{ 


Itner 
Phitadetphia 











WHERE TO BUY 
Spats 


ae 
Fn NL E 
& ame OV PATS 
GREATEST SPAT LINE 


OF THE INDUSTRY 


t priced considerably 





MANOLIS MFG. CO. 
4248 Ne. Crawford Ave. 
Chicago, III. 





..dead stock is reduced 





Survey Shows Shoe Sales Declined 


Department of Commerce Figures Indicate Diminishing 
Tendency in Latter Half of 1930 


WASHINGTON, D. C.—If figures gath- 
ered by the retail survey of the Depart- 


ment of Commerce from 47 shoe stores. 


in 24 different large cities are repre- 
sentative of the sales trend through- 
out the United States, the volume of 
the retail shoe business, measured in 
dollars and cents, was 23 per cent less 
in the last six months of 1930 than it 
was in the same period in 1929. 

The cash retail shoe sales, it is shown 
by a report of the survey, dropped 
from 60.2 to 58.9 of the total sales, 
while the sales on open credit increased 
from 39.8 to 41.1 per cent of the total 
sales between the last half of 1929 and 
the last half of 1930. It is shown, how- 
ever, that customers with charge ac- 
counts paid but 47 per cent of their 
continuing indebtedness to the business 





Edwin M. Hutchinson Dies 


PoRTLAND, Me.—Edwin M. Hutchin- 
son, founder and owner of the Walk 
Over Shoe Store, 555 Congress Street, 
died March 4, at the home of his son, 
Edwin M. Hutchinson, Jr.. Although 
he had been in failing health for two 
years, Mr. Hutchinson, until two weeks 
ago, when he was confined to his bed, 
had been engaged actively in business. 
He would have been 77 years old if he 
had lived until March 26. 

A traveling shoe salesman half a 
century, Mr. Hutchinson opened the 
local store in 1910, having previously 
operated a shoe store in Indianapolis. 
He was born at Waterville, March 26, 
1854. H was affiliated with the Ma- 
sonic body at Readfield and also a 
member of Portland Lodge, B. P. O. E. 

Mr. Hutchinson is survived by his 
widow, Ida J., of Readfield, and three 
sons, Edwin M., Jr., manager of the 
Walk Over Shoe Store; Albert W., also 
associated with his father in the shoe 
business, and George R., a teacher in 
the South Portland High School. 

Funeral services were held Sunday, 
March 8, at Readfield. 


How to Keep Shoe Stocks in 
Trim 
[CONTINUED FROM PAGE 45] 


ahead of what they were when we car- 
ried a big jag of shoes. 

“Fewer lines are being carried, but 
a better proportion of sizes are on the 
shelves. Credit must be given to fac- 
tory in-stock departments, for without 
their aid this stock reduction could not 
have been accomplished. 

Just take a pencil and figure out how 
much money a store makes if it sells 
8000 pairs of shoes a year, having an 
average stock of 2000 pairs. Then fig- 
ure how much more is made if 3600 


' va are sold, with only 1000 pairs on 
‘ a 


nd. Overhead and investment is re- 
duced one-half, while sales are in- 
creased 20 per cent. The loss from 
to practically 
nothing. A nice red sheriff’s flag is a 
possible prize decoration for the store 
that does not figure this out correctly, 
or the one whose buyer “guesses” 
wrong. 
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during the last_half. of 1930 as com- 
pared with 51 per cent during the same 
period of 1929. 

It is shown that the depression 
brought with it.a very slight increase 
in bad debt losses to the retail shoe 
industry. As measured by reports 
from the establishments included in the 
survey, the bad debt loss as compared 
with the credit sales in 1929 was but 
0.4 per cent, while in the last six 
months of 1930, it had increased to 0.5 
per cent. 

All the firms that took part in the 
survey reported losses totaling $1,595 
as the result of fraudulent buying in 
the last six months of 1930, as com- 
pared with $1,136 during a like period 
in the previous year, accounting for no 
perceptible change in the percentage 
loss of 0.05 per cent. To offset what- 
ever loss resulted from this practice, 
the stores in the survey reported an 
actual improvement in losses from 
fraudulent checks between the same six 
months period. In the last half of 
1929, they lost through bad check ma- 
nipulators $3,531, as agalnst $3,204 for 
the last six months of last year, reduc- 
ing the percentage of loss on this score 
from 0.02 to 0.03. 

In making public the report, William 
L. Cooper, director of the Bureau of 
Foreign and Domestic Commerce, notes 
that there were no disturbing changes 
in retail credit conditions despite the 
decreased business activity during the 
latter half of 1930. “We found,” he 
said, “that considering the circum- 
stances, the American people were pay- 
ing their bills satisfactorily, on the 
whole, during the latter half of 1930, 
just as they had during the first half.” 


Sound Alarm on Tariff 


Lynn, Mass.—Congressman Andrew 
and Congressman Connery are advising 
makers of women’s shoes in the North 
Shore district of a danger that the 
duties on shoes may be lowered. Con- 
gressman Andrew writes: 

“If our people interested in the shoe 
industry remain inert, they may wake 
up to find what we won a year ago 
has been partially lost. If, on the 
other hand, they present their case 
effectively, it is not impossible that they 
may secure increased protection. My 
advice to the people of Essex County 
interested in the important business of 
shoemaking is that they. go-at once into 
conference and select delegates to rep- 
sent them at the hearing in Washing- 
ton, March 26, on the duty on shoes. 


Favors New Tax System 


York, Pa—Mahlon A. Haines, the 
well-known operator of the Haines 
chain of shoe stores and one of the 
largest taxpayers in York County is at 
the head of a movement to have a more 
equitable system .of. ion arranged. 
He claims that the present system is 
obsolete and inequitable. He has called 
a meeting for March 17 here for the 





purpose of organizing a ayers’ as- 
sociation to lensed + = Anil 
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), Cites @hiacky, Watch The 


Coats in the new “soft reds”, sap- 
phire blue or emerald green, trimmed 
with beige fur. Beige coats over 
brightly contrasting dresses. Beige cos- 
tumes with bright hats and scarves. 


And with them all, shoes of 


Patou Beige—No. 960 
(Putty Beige) 


CL, New Crstle ie : ° ike Q,, ne 


Samples by request to Room 1702 - 100 Gold CSiveet New York MN. Y 
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WHERE TO BUY 


Women’s Shoes 
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Ultra Smart Sandals 


Quality 
Predominates 
Unusual Write 
Profits. Direct. 


BIARRITZ SANDALS, INC. 
130 West 30th St., New York Citv 


Best Color 
Combinations. 








CUSHION SHOES 


FOR _ WOMEN 
THE JOHN EBBERTS SHOE 
IN Baffalo, 








Internationally recognized as the acme of 


utility shoes. 
A product of 





SHAFT-PIERCE SHOE CO., Faribault, Minn. 








LOL BO 6 Oe Oe 8 Oe 8 8 8 8 8 OT 


WHERE TO BUY 


Work Shoes 
woRK 


AS SHOES 


IN STOCK 
Bass ~ 


for Service 








FF it’s built 
It's buill 
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WHERE TO BUY 


Store Fixtures 


LOAF FE 


i. One 


NEW GOODWIN ( 
FIXTUR 
INSTALLATION 


of SHOE STOR} 
ind STORIE 


l (,OODWIN 





N.-S.-R.-A. Picks Palmer House 


All Hotels of Loop to Cooperate in Convention and Exhibition 
in Chicago Next January 


CHIcaGo—Announcement was made 
here this week that headquarters for 
the National Shoe Retailers Associa- 
tion convention, to be held in Chicago, 
January 4, 5 and 6, 1932, will be at the 
Palmer House. It was further an- 
nounced that every hotel in the Loop 
has agreed to cooperate with the asso- 
ciation in the furtherance of its plans 
for the exhibition to be held in connec- 
tion with the convention. A number 
of applications for exhibition space 
have already been received, it was 
stated. 

The Executive Committee and the 
Managerial Committee of the National 
Shoe Retailers Association, acting 
jointly at a recent meeting, voted unan- 
imously that the next convention of the 
association will be held in Chicago on 
the above dates. 

The committees had a difficult task 
in making a decision because of the 
number of other cities that had ex- 
tended invitations for the convention 
and were working enthusiastically to 
obtain it, notably Milwaukee, Detroit, 
Kansas City and St. Louis. After thor- 
oughly canvassing the situation, and 
being responsive to the known wishes 
of large numbers of retailers, manu- 
facturers and traveling salesmen, who 
urged that the convention be held in 
Chicago, the committee selected that 
city, believing that in doing so the as- 
sociation was meeting the wishes of the 
largest number of members of all 
branches of the industry. 

The display of shoes and accessories 
will be made in hotel rooms, following 
the custom inaugurated several years 





Six Sure Ways to Make Your 
Advertising Sell Shoes 
[CONTINUED FROM PAGE 31] 


of corns and aches—or just how this 
new shade of calfskin that will be worn 
by everybody will polish up—you can 
readily see that you need to get on the 


customer’s side of the proposition in | 


writing copy to influence them. 


Sometimes I think that all shoe men 


stick so close to the shoe business that 
they get the ingrowing outlook, colored 
by shoe experiences. There is such a 
thing as being so close to one’s business 
that the other fellow’s viewpoint is 
missed. And the other fellow’s view- 
point is something we need to know a 
lot about, if we are going to do busi- 
ness with him. 

I know of a Texas shoe retailer who 
was smart enough to know that the 
stuff he was writing for his advertise- 
ments was not so hot—and who, after 
trying newspaper solicitors and others 
unsuccessfully, got a professor of psy- 
chology (who incidentally sold insur- 
ance, too, giving him a keen insight 
into people’s likes and dislikes) to 
write a series of institutional ads for 
him. They were masterpieces—just 
bubbling over with human understand- 
ing and with selling force in favor of 
the shoe man. Competent counsel is 
worth the price, whatever the price, 
whoever gives it. 


68 





ago. The association is prepared now 
to accept applications for display 
rooms, to be confirmed later when the 
association’s official announcement of 
the 1932 convention is sent to the trade, 

All applications and reservations for 
display rooms will be made through the 
association’s headquarters, 8 South 
Michigan Avenue, Chicago, strictly in 
the order of their receipt, as in past 
years. 


White Buck and Combina- 
tions Favored at Yale 


NEW HAVEN, Conn. (UTPS)—White 
shoes will dominate in favor among 
Yale University students this spring, 
local dealers believe. While the season 
is not yet far enough advanced for a 
definite trend to be apparent, several 
of the leading retailers profess to see 
a definite swing toward the plain white 
buckskin for college wear. 

“All white buckskin with leather sole 
and wing tip seems to be the coming 
style,” said R. R. Ginther, manager of 
The Nettleton Shoe, 1004 Chapel 
Street. “AIl whites with rubber soles 
are also likely to be popular. Some 
black and white and tan and white com- 
binations are in demand. The golf 
moccasin in brown, white and black is 
popular for sport wear.” 

The white shoe with tan trim is 
gaining in favor, according to the man- 
ager of the shoe department at the 
store of J. Johnson & Sons, 85 Church 
Street. This trend follows the white 
with black combination which has been 
the vogue. Regular calfskins have 
shown little change, with the demand 
continuing the same as during the past 
few months. 

In the women’s shoe field white, beige 
and tan still holds for sport wear 
while blue kid seems to dominate the 
regulars, according to J. J. Adrian, 
manager of the Frank Bros. shop at 
990 Chapel Street. 


Edwin Curtis Young Dies 
in Frisco 


SAN FRANCISCO, CAL. (UTPS)—Ed- 
win Curtis Young, age 60, president of 
Gallenkamp Stores, Inc., a West Coast 
shoe store chain with headquarters and 
twenty retail stores in San Francisco 
and retail stores in the larger cities 
up and down the Coast, died here last 
week. Born in Boston, Mr. Young 
came to San Francisco as a boy. He 
is succeeded in the presidency of the 
Gallenkamp shoe stores by A. A. Gal- 
lenkamp. 

Steinberg’ s Shoe Stores announce the 
re-opening of their 961 Market Street 
store after extensive remodeling for 
the past three weeks. The firm spe- 
cializes in Enna Jettick shoes and Kay- 
ser hosiery. The firm’s other stores 
are at 2650 Mission Street, 1600 Fill- 
more Street and 125 Geary Street. The 
ornately remodeled 961 Market Street 
store is under the managership of 
Frank F. Evans. Norman Steinberg, 
head of the firm, says: “San Francisco 


| has been pretty good to us.” 
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Shoe Details 


Manufacturer, Retailer and Wearer 
are more conscious today than ever : 
before of details. Each demands ap- " Menno Mins 


pearance, quality and uniformity, par- | | : : : : 


wer® 
] 


ticularly in laces. 











Finished appearance, strength and 
beauty are assured in our shoe laces 
and due to our long years of experience 
and control of manufacture through- 
out, those elements are expected by 
our customers. They have never yet 
been disappointed in us. Today the 
manufacturer expectslowest pricescon- 
sistent with quality. Due to our control 
of manufacture from raw to finished 
product we stand prepared to meet the 
shoemaker’s needs. 











THE JOSCO FABRIC TIP 
—a small, neat tip that will 
enter any eyelet with ease. It 
has no shoulder to catch, 
scratch or tear and is abso- 
lutely waterproof. The JOSCO 
tip cannot pull off for it is part 
of the lace itself which has 
been impregnated with our 
own exclusive solution to give 


as RAW COTTON RECIEVED 
DIRECT FROM PLANTATION 


Tips may be either fabric, met- 
al or celluloid. We recom- 
mend the recently perfected 
JOSCO FABRIC TIP. 


it the proper rigidity and en- 
durance. We guarantee the 
JOSCO FABRIC TIP to out- 
last the lace in ordinary use. 


V 
E 
x 
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AN 
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Shoe Lace Company, Ltd. 


(Successor to Joslin Mfg. Co., Established 1865) 
PROVIDENCE, R. I. 


SELLING AGENT 
UNITED SHOE MACHINERY CORP., BOSTON, MASS. 














Boor AND SHOE RECORDER 
combining THE SHOE RETAILER, March 21, 1931 69 





WHERE TO BUY 


Children’s Footwear 
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Children’s Fine Goodyear Welt Shoes 


M by 
THE GILBERT SHOE Co. 
THIENSVILLE, WIS. 











High Grade Goodyear 
Welt Shoes in Stock. 


Wiswell-Everston Shoe Mfg. Co. 
Cedar Grove, Wis. 
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WHERE TO BUY 


Shoe Accessories 
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EASE CALLOUSES with 
IDEAL FELT 
Metatarsal Buttons 
LEA Specifically shaped, they are cor- 
tective. Three sizes, small, medium, 
and large. Also Chiropodists’ felt, mixed and all wool. 
One pound papers of %”, %” and %”. 
Security Shoe Finding Mfg. Co. ‘is. 
2% 8. WELLS ST. CHICAGO 
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WHERE TO BUY 
Slipper Ornaments 
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Pompons , BOWS oman 


of Every Description for 
pers 


The right merchandise at the right time 
Selid colors in stock—samples on request 
HY-GRADE SLIPPER SUPPLY CO. 
693 Broadway New York City 














Odd or Even 


[CONTINUED FROM PAGE 29] 


Orleans, Albert Wachenheim, outlined 
his policy thus: “We do not consider 
the using of odd prices dignified nor to 
any advantage. We stick strictly to the 
even or half dollar. Of course during 
special sales we use odd figures and 
believe it is quite a selling appeal.” 

Then A. L. Gude puts a real kicker 
in the last sentence of his interview, in 
which is given the concentrated essence 
of good merchandising: 

“We price most of our shoes on the 
half dollar, such as $8.50, $10.50, $12.50, 
$14.50. Another store running the 
same shoes on the even dollar mark- 
ing would be just as successful. It is 
what one adopts and adheres to and con- 
tinues to pound that will be a success, 
providing you give the public their 
money’s worth. 

“Personally, we have no faith what- 
ever in marking shoes as you outline— 
$3.94, $5.85, ete—in other words, odd 
prices. 

“We reserve and believe it is proper 
(to mark shoes at odd prices) only dur- 
ing our semi-annual clearance sale, at 
which time people know and recognize 
that they are reduced. 

“We furthermore believe that to con- 
duct a successful store today and mer- 
chandise properly, the fewer price 
lines one has the more successful he 
will be and the better he will be able 
to merchandise his stock. To put it an- 
other way—we believe in buying our 
merchandise to the price lines.” 

The head of that old established shoe 
store in Omaha says: 

“The even dollar and half dollar 
price should be used on shoes priced 
$10 and up. Under the $10 price, let 
price fall where it will. 

“However, we think that odd prices 
such as $3.94, $6.60, etc., are mislead- 
ing and should not be used, causing a 
reaction in the customers’ minds in ref- 
erence to sale prices. They also tend 
to cheapen the value of the merchandise 
and do not have a sound, staple price 
appeal.” 

It remained for a Washington, D. C., 
shoe merchant, Herbert J. Rich, to add 
this thought, which has a decided bear- 
ing on the price marking problem: 

“We do not believe in stores of our 
character that there is a selling appeal 
in odd priced merchandise. 

“Our policy has always been to mark 
our shoes in even prices, either dollars 
or half-dollars, and we have seen no 
occasion to break this rule, except dur- 
ing our sale periods, when we use odd 
prices. 

“However, Macy’s, with their busi- 
ness close to $100,000,000 a year, can- 
not be entirely wrong, and there must 
~ something to the odd prices after 
all. 


Certainly the Macy organization has 
demonstrated that odd prices have a 
real bearing on sales, other things be- 
ing equal. These penny prices result, 
according to the store’s publicity, from 
the Macy store-wide program, set forth 
as follows: 

“Macy’s policy is to endeavor to un- 
dersell by at least 6 per cent the marked 
prices of those competitors who do not 
sell exclusively for cash. We are not 
infallible. Others may, on. occasion, 
sell merchandise at prices lower than 
we do. But only until we find it out.” 
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The importance of the right price 
was brought out by Kenneth Collins, 
executive vice-president of R. H. Macy 
& Co., Inc., when he said: “Volume 
takes care of itself. The store which 
sells what its clientele wants will get 
volume. It is almost unnecessary to 
state that what the public wants is 
style at a price. And the public knows 
style.” 

On the strength of all of the fore- 
going widely differing opinions, what 
general conclusions can be drawn? Ob- 
viously, in this matter, as in most other 
merchandising questions, it is impos- 
sible to formulate hard and fast prin- 
ciples to apply to everybody, every- 
where, at all times. In the last analy- 
sis price is largely an individual prob- 
lem, to be determined by the individ- 
ual, according to his own circumstances 
and conditions. Nevertheless, there is 
something of real value to be derived 
from the study of this subject, and per- 
haps the greatest benefit is the broad- 
ening of our viewpoint. These are 
times in which it is inadvisable to pur- 
sue a practice simply because it is a 
traditional policy of the trade. The 
thing to do is to study the problem, ex- 
periment if need be, and decide what 
is best—for you. 


To Stabilize Employment 


PITTSBURGH, PA—The Retail Mer- 
chants Association has indorsed the 
plan of the Allegheny County Emer- 
gency Association for the stabilization 
of employment in the Pittsburgh dis- 
trict. The policy of the organization, 
now called the Pittsburgh plan, pro- 
vides for the contributing of an av- 
erage day’s payroll during 1929 to the 
fund now being raised to carry the plan 
into effect. 

Edgar J. Kaufmann, president of 
Kaufmann’s Department Stores, Inc., 
is chairman of the Emergency Associa- 
tion. The membership in the Retail 
Merchants Association consists of 
Kaufmann’s, the Joseph Horne Com- 
pany, Boggs & Buhl, the Rosenbaum 
Company, Gimbel Brothers, Frank & 
Seder, McCreery & Company, Lewin- 
Neiman Company, Campbell’s Depart- 
ment Store, Meyer Jonasson & Com- 
pany, and the Harris Department 
Stores. All operate extensive shoe de- 
partments. 


Seventeen New Stores 
Opened by Regal Co. 


Boston, Mass.—Seventeen of the 22 
retail shoe stores recently acquired by 
the Regal Shoe Company from _ the 
Emerson Shoe Company either have 
been opened as new units in the Regal 
chain or are in process of being opened. 
Plans covering the disposition of the 
five remaining stores have not been an- 
nounced, 

Among the most recent of the former 
Emerson stores to be opened again for 
business, this time under the Regal 
name, is that at the corner of King- 
ston and Summer Sts., Boston. The 
Emerson merchandise, which was not 
included in the purchase by the Regal 
Shoe Company, was disposed of to Ray- 
mond’s, a Boston store dealing largely 
in job lot merchandise. 
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Hore. EDISON 


°A hotel worthy of its name’ 


47th Street, just west of Broadway, New York 


1000 ROOMS—1000 BATHS 
RADIO IN EVERY ROOM 


New York’s newest mid-town hotel, offering 
for the first time a new standard of luxurious 
hotel accommodations at truly moderate rates. 
Single from $2.50 - Double from 84 ° Suites from $87 
WILLIAM F. THOMANN, Manager 














MARBRIDGE ¢ 
BUILDING 


BROADWAY 


The lines permanently displayed at the Marbridge 
Building always merit your attention. The show- 
rooms of the national leaders in the shoe and 


ind ies are intained here all year 





leather 
round. 
Desirable office space for approved tenants. 


MARBRIDGE BLDG. CO., INC. 


1328 Broadway New York 














a In the Very Center of New York 


One block from Penn Station, subway station 
4 and railroad terminals by direct private en- 
= trance; in the heart of New York’s retail 
and wholesale centers—an ideally located 
hotel no matter what mission brings you 
to New York. 1931’s newrates make the 
Martinique New York’s best hotel value. 


Room with 50 to 9.°° PER 


use of Bath DAY 
@ 


Room with .25 to 
Private Bath 


JOSEPH E. MARKEL, Mgr. 





Students in famous Illinois clinic 


STUDY CHIROPODY 


Many of the world’s leading Chiropodists are former shoe people 
who have followed up their valuable experience at the fitting stool 
with a course ir, Chiropody. Today they are earning from $5,000 
to $15,000 a year. 

The opportunities for Chiropodists are unlimited. In the United 
States there are about 162,000 physicians, about 82,000 dentists, 
but only §,000 Chiropodists! A virgin field! 

Course only 2 years at best known College of Chiropody in 
America equips you for practice. 19th year. You are ready to enter 
with four years high school or equivalent. Largest foot clinic in 
world —over 16,000 foot cases handled annually, large faculty 
physicians, surgeons, chiropodists. Write for catalog. No obligation. 


—————— —MAIL THIS COUPON TODAY -—~—--~—— 


ILLINOIS COLLEGE OF CHIROPODY AND FOOT SURGERY 
1327 N. Clark St., Chicago, Illinois 

Gentlemen: Please send me, postage prepaid, latest catalog and complete 
information relative to Chiropody and your school, 


Name 
Street and Number. 
City... 
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Single Eyelet Slipper Featured 


Kansas City, Mo. (UTPS)—Andre 
Shoes, featured at Kline’s here, are pre- 
senting a new single eyelet slipper that 
has created a decided sensation, accord- 
ing to F. Martin, buyer for the depart- 
ment. 

The slipper is offered in beige python 
and beige kid combination, with the 
vamp and tongue of python; also in 
blue lizard and blue kid combination, 
in the same design. There is a grace- 
ful little tongue and a rakish bow of 
silk in self color, and a very slender 
high heel. 

The single eyelet slipper is destined 
to be more popular than the two or 
three eyelet styles, and is expected to 
vie for popularity with the opera and 
stramp pumps, because it is so new 
and is fashioned for dress as well as 
street wear. Blue is in the lead now, 
but beige is showing life and will be 
very active in several weeks, it is pre- 
dicted. Nisley’s are featuring beige 
and light tones, while Peacock and 
other shops are getting a nice play on 
blue, according to reports. 


Retailers Respond to Foot 
Health Week Idea 


Kansas’ City, Mo. (UTPS)— 
Through the efforts of the Shoe Retail- 
ers Association here, Kansas City is the 
first city to vote 100 per cent coopera- 
tion with the National Foot Health 
Week, April 19-25, being sponsored by 
the Boot AND SHOE RECORDER, accord- 
ing to word received from E. W. Ter- 
hune, editor. 

I. E. Cox, manager of the Dr. A. Reed 
Cushion Shoe store here, has been ap- 
pointed chairman of the committee on 
Foot Health Week plans, and is work- 
ing diligently to put the thing over in 
a big way. Banners and stickers will 
be distributed to shoe dealers all over 
the city. 

Dr. Calvin Cooper, city health direc- 
tor, is in hearty accord with the idea 
and the plans being made. He will 
speak before several luncheon clubs 
during that week on the subject of foot 
health and its importance and will give 
an address over the local radio broad- 
casting station of KMBC. The dates 
ror the addresses have not be set de- 
finitely yet, Mr. Cox said. 


Detroit Business Better 


Detroit (UTPS)—Detroit shoe re- 
tailers reported excellent business dur- 
ing January and February. January 
business showed an increase over the 
same month of last year, while the first 
week of the current month showed a 
sharp upturn greater than was ex- 
pected. Dealers say that the public is 
now showing a tendency toward better 
classes of shoes and paying more atten- 
tion to style than at any time during 
the past decade. 

An increase in the sale of brown 
shoes for men has been noted. The 
sale of accessories—slippers, rubbers 
and hosiery—has been normal, while 
the seasonal demand for footwear with 
skates attached has shown some falling- 
off. Dealers are looking forward to a 
steady increase during the year in view 
of the fact that general economic con- 
ditions are reported improving. 


| 








Must a Business Be Bossed ? 


[CONTINUED FROM PAGE 38] 


like Prince Ali Bendo, but spend it in 
developing the selling organization of 
your own store. Hard work within the 
store will make more money for mer- 
chants than any outside agency ever 
will. 

“Prestige and reputation count for 
something, but just how much depends 
on the kind of reputation one has. 

“The weakest link of our whole in- 
dustry is the retail selling force. We 
have commented many times to officials 
of the National Shoe Retailers Associa- 
tion and others interested in semi-an- 
nual stvle conferences, that if the same 
amount of effort and energy could be 
applied to giving the sales organiza- 
tions the information we receive at 
these meetings, the results would be 
more nearly 100 per cent more effec- 
tive. 

“In this establishment, we are much 
more concerned about selling one cus- 
tomer as much as she is willing to buy 
than we are about attracting another 
prospective customer. In other words, 
we believe in holding our customers as 
long as we can rather than getting rid 
of them in the hope of getting others. 

“The clientele of this shop is made 
up of the most representative people in 


| our community. Our chief asset must 


be a brand of service that is very much 
superior to that of any other store, as 
the service they receive, not only from 


| the shoe itself but from the salesperson 


who sells it to them, seems to be re- 


| membered long after the price of the 


shoe is forgotten. 

“We have learned that to be able to 
call our customers by name and to give 
them the name of the salesperson who 
serves them is very much appreciated. 
It has also been learned that the more 
friendly contact developed by a con- 
stant supervision on the floor enables 
us to make suggestions that invariably 
lead to the sale of an extra pair of 
shoes. 

“The success of this plan calls for 
considerable diplomacy. A casual in- 
quiry as to what a customer has se- 
lected, then the approval: of that selec- 
tion and the suggestion that we have a 
new model that we would like to have 
her opinion of, often leads to the sale 
of an extra pair. There is no set rule, 
however, to govern these transactions; 
each contact must be handled differ- 
ently. For instance, the customer had 
selected three pairs of shoes for day- 
time wear and informed me that she is 
not ready to select her evening slippers. 
While we stood before a case in which 
they were displayed, she commented on 
one of these slippers as being excep- 
tionally beautiful, so the extra pair was 
sold without any further effort. 

“Hosiery is never sold by inquiring 
whether the customer is interested in 
hose, but by suggesting the name of 
the appropriate shade that accompanies 
the shoe just purchased. Handbags, 
when made to match the footwear, are 
always presented after the customer 
has selected her shoes, without any in- 
quiry whatever es to whether or not 
they may be interested in handbags. 

“Selling by suggestion in this shop is 
accomplished by our consistent and de- 
termined effort to have it done in the 
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most diplomatic, dignified and 
sive manner possible.” 

Miss Bessie Bloodworth, vice-presi- 
dent of the Namm department store, 
Brooklyn, gave this insight to the de- 
partment store version of the situa- 
tion: ‘‘No customer ever wishes to feel 
inferior when she herself is being 
served. The idea that prevailed among 
male store superintendents for many 
years that the most desirable salesgirl 
was a snappy, good-looking girl has 
been exploded to a large extent in 
studying the customer reaction to the 
salesperson. 

“It is impossible to expect courteous 
contact between the customer and the 
employee unless courteous contact is 
maintained between the employee and 
the employer. The attitude which the 
employee shows to the public is, in the 
majority of cases, the attitude which 
the firm shows to the employee.” 

“If a force of loyal employees are 
forever telling all their friends what a 
fine company they work for, they are 
bound to help sales,” said C. S. Ching, 
of the United States Rubber Co. “My 
advice to any company in which this 
spirit prevails is to keep its employees 
fully informed about what the company 
is doing.” 

“Management is growing to recog- 
nize that ‘being human’ with customers 
is good business, and that no matter 
how good the product sold, if the cus- 
tomer is dissatisfied with the service, 
much of the good will created by the 
quality of the product is offset by the 
quality of the’service. Business con- 
cerns are making a determined effort to 
train their employees in a better under- 
standing of customers and how they 
should be treated,” observes B. F. 
Fields, of the Commonwealth Edison 
Co. “The best employee relations with 
customers require a genuine interest in 
those customers’ needs and wants, and 
a desire to satisfy them.” 
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Bought from High Bidder 


PITTSBURGH, PA.—Col. W. R. Dunla» 
has been appointed by Mayor Charles 
H. Kline as director of the department 
of supplies of the city of Pittsburgh. 
He will be paid $6,500 per year. He 
succeeds B. L. Succop, removed by the 
mayor for “alleged irregularities in 
purchasing for the city.” 

An investigation is now in progress 
over the matter of buying for the needs 
of the city. In the matter of purchases 
of shoes, etc., the Pittsburgh Sun Tele- 
graph published the following in its is- 
sue of March 7: 

“Shoes and slippers for men and wo- 
men at Mayview (the city poor home) 
were purchased four times during the 
past year, and in each instance from 
the highest bidder. 

“Tt was explained in the record that 
the director of supplies and an inspec- 
tor of the controller’s office and a rep- 
resentative of Mayview examined the 
samples submitted by competing firms 
to determine the type of shoe to be pur- 
chased. It was further explained some 
of the shoes were of inferior grade, and 
for that reason high bids were pre- 
ferred.” 
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NEW] 


Woop a Biocks 


THE HIGH LOUIS 
STYLE ILO 


SIZE 4 5 6 7 8 
To finish 18 to 20/8 —DOWELLED BLOCKS... 


THE LOW LOUIS 
STYLE IL6 


SIZE 4 5 6 
To finish 14 to 16/8 . 


THE CUBAN 
STYLE ICs 


SIZE 4 5 6 7 8 
To finish 13 to 15/8 —MONOPLANE BREAST... 


QUALITY 
ECONOMY 
DELIVERY 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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CARDS THAT PEP UP}' 





Ted Orr, of the Potter Shoe Co., Cincinnati, said recently: 
“Signs in the window are even more important than space in 
the newspapers, for there is the public looking at the actual 
merchandise, with no one to tell them a thing unless there are 
cards to tell the story.” 





* 
Two comments from our card service members: 


“We are absolutely sold on ‘Recorder Selling Messages’ as 
the livest show card service to be had today for the money.” 


“First of all we want to compliment you on our cards. They are 
an asset to the looks of any window and the wording is up to 
date and effective.” 





@ 
The shoes you buy . . . and don’t sell . . . are the real expensive 
shoes. Chain stores have well planned trims with attractive 
display cards and tickets. 
Your windows are the best of all so-called consumer advertising, 
if your cards are there to say for you what you would like to say 
in person to the window-shopper about your store service. 


Each month’s set of cards is colorful, artistic, with die-cut top, 
with hand-lettered selling messages, making it comparatively a 
simple matter to make the window trim fairly alive with your 


hearty invitation to come inside. 
Recorder Show Cards double the value of your window dis- 


plays! 
Complete Service Sent on Request for Inspection and Trial. 


oO For MARCH 





White board, bright green 
and purple design, text in 
dark blue. 
7x12 card 
MARCH CARDS 
Complete Texts 
sent on request: 
4 cards—Women’s Shoes 
2 cards—Men’s Shoes 
1 card—Children’s Shoes 
1 card—Hosiery 
5 cards—On Store Service, 
Fitting, Quality, etc. 
ingle cards—60c each 


|G Without text—35c each 








Attractive, 
Colorful 
Hand-Lettered 
Price Tickets 


In all denomina- 
tions 


D—Modernistic 3-Way, 
two tone, Purple 
with gold edge, or 
red with black edge, 
on white. 

6 dozen, $1.50 
12 dozen, $2.50 

All other price tickets 

illustrated are in two 

or more colors, except 

“HH,” which is plain 

buff. 

6 dozen, $0.85 
12 dozen, $1.50 


J—Adjustable clips for 
price tickets. 
% gross $2.75 
1 gross $2.50 
K-——Shoe Carton Tickets. 


si50 per 500. 
50 per 1000 














ALSO: Profit Charts, 
Daily Stock Record, and 
Financial Record Sys- 
tems. 

Ask for Samples 


Check with Order 
—Please 
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>| YOUR WINDOWS! 


Annual Display Card 
Service includes: 


“Store Window Bulletin,” supplies 
merchandising and display sugges- 
tions each month. 


Special Cards, with wording as or THE : it 
wanted. i}... WiLL TO a 
Exchange of Cards: Annual card ser- i : PLEASE 
vice subscribers may exchange any ay DEMANDS ~GOOD | 
cards received for others of the cur- a nh SA AR | 
rent month whose texts better cover it AND WE ! 

their merchandising program. : WILL TO PLEASE / | : Buying Ge apr res 
Price Tickets: Blank tickets match- te eee " \ may of Qu aubliey regs 
ing the current month’s cards, sup- aHERS: Weg gs 
plied free; neat tickets with prices as 
wanted, but which do not match the 
show cards, also supplied annual 
card subscribers free; tickets with 


prices as wanted which match the YOUR CHOICE OF HOLDERS 
cards are 50c per 100 additional. Gab end Bindi: tee. end Oval base—burnished gold— 


base—3 color festoon 3 color trim 





carry a fair price” i 





Exclusive Franchise is given with an- 
nual card service to one merchant in 
an average size town, suburb or city Either holder harmonizes with the finest of window display fix- 
shopping center. tures. 


COUPON 


BOOT AND SHOE RECORDER, 
Republic Bldg., Chicago, IIl. 


Please enter our order for the Recorder “Selling 

Messages” card service No. for one year, 

consisting of cards, each month and 

art card holders, with the first month’s service, be- 

ginning with cards for March for which we will pay 
per year, payable $ per month. For 

cash in advance full year’s service, 5% discount. 


Select the 
Service You Wish— 
Then Mail Coupon 


12 hand designed cards each month, each 

Service with different sales messages, die-cut tops, 

colorful, artistic, size 9 by 12 inches; with 

No. 1 100 blank price tickets to harmonize with 

$5.00 : service cards each month (or with prices im- 

printed, selection of prices as wanted, 50c. 

Monthly per month additional). Also 6 card holders 
with first month’s service. 


(If for any unforeseen reason we wish to discontinue 
service before expiration of order, we agree to pay 
$1.00 per month additional for each month’s card 
service delivered and agree to return card holders.) 
We sell Men’s, Women’s, Children’s shoes and hosiery. 


(Cross out lines not carried.) 


—— Price Tickets:— 


Service 
No. 3 6 cards 
100 blank price tickets $3.00 50 blank price tickets 
4 card holders Monthly 2 card holders 


Merchants Service Dept. 


BOOT AND SHOE RECORDER 
Republic Bldg., Chicago, Iil. 





SS SS SS SSS SSS SSS SSS SSS SSS SSS SSS sess eee eeeeeeeee5 
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THIS MAY BE 
YOUR OPPORTUNITY 











SALESMEN WANTED 








SIDE-LINE SALESMAN WANTED for the 
Coast, from Denver to the Coast, to carry a 
line of Ballets, Soft and Hard Toe, Soft- 
Sole Ballets, Tap Shoes and Grecian San- 
dals. An old reliable house, stock department. 
Strictly commission proposition. In answering 
state experience and furnish references, 


Address C-394, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 











SALESMEN with established trade to sell on 
commission as side line, short line of house 
slippers, carried in stock. Latest styles, 
medium prices. Territory open: Arizona, 
Southern California, Colorado, Nevada, New 
Mexico, bo nae © ae Dakota, South Da- 
kota, Minnesota, Ohio, Southeastern Pennsyl- 
vania, W. Vitsinin Georgia, North Carolina, 
South Carolina, Tennessee. A good money 
making side lines NESTLETOE SLIPPERS, 
INC., Worcester, Mass. 





SIDE LINE salesmen to sell house slippers 
from the manufacturer to chain and depart- 
ment stores, at attractive prices. Many good 
territories open, also DA. _A_ good 
chance for the right man. Address C-392, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





SHOE SALESMEN wanted by old established 
manufacturer to carry a remarkable new line 
ef hard sole Mules and D/’Orsays retaili 
from $2.00 up. Territories now being revi 
Automobile men preferred. Side line commis- 
sion proposition. Give bg | particulars. Ad- 
dress C-314, care Boot & Shoe Recorder, 239 
West 39th Street. New York, N. Y. 





ALESMEN WANTED — Many ee territories 

open for fast line of Women’s McKay and 
Goodyear Welt Arch Supports and_ Sports 
—Strong stock proposition retailing from $3 
to $4. Commission basis—6%—payable month- 
ly on shipments. Advances against accepted 
orders. Address C-372, care Boot & Shoe 
oo 239 West 39th Street, New York, 





SIDE, LINE Salesmen Wanted, who call on 
men’s shoe trade, to sell WARNER SPATS. 
Good territory open in Middle West, West 
and South. Liberal Commissions. The W. W. 
Warner Mfg. Co., 317 Sycamore St., Cincin- 
nati, Ohio. 





SALESMAN WANTED, with established trade 

in Wisconsin, to carry side line of men’s 
and women’s high grade comfort slippers. Give 
full particulars in replying. Address C-401, 
care Boot Shoe Recorder, 239 West 39th 
Street, New York, i 


POSITION WANTED 


SHOE DEPARTMENT WANTED 





ANAGER or buyer of ladies shoe store or 
shoe dept. Twenty years’ nat in 
manufacturing and selling shoes. JiM x 
SALZMAN, 2 Hinckley vie, Brooklyn, N. Y. 





XPERIENCED retail fitter and salesman 

would like position. Will go anywhere, 
especially Massachusetts. Handy to Boston at 
present. High references, wide experience. 
Box | am Brookville, Mass. Tel. Brockton 
2964N 





Wanted Department in 

High Grade Store Doing 

$2V0,000 Women’s Shoe 
Business. Rental Basis 


Address C-383, care BOOT & 
SHUE RECOR DER, 239 West 
Seth Street, New York, N. Y. 











MANAGER, Buyer of Shoe Department or 
Store with 8 years’ experience, desires 
connection. Any location. Extensive knowl- 
edge merchandising and display work. Best 
references. Address C-400, care Boot & Shoe 
is cana 239 West 39th Street, New York, 
hg A 





EXECUTIVE, thoroughly experienced shoe 
man, window trimmer, age 32, fifteen years’ 
experience retail shoe business, five years with 
chain organizations in executive capacity, 
wishes position as Manager of Shoe Dept., or 
store, any location. Address C-402, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





ANAGER—Young Man ten years’ exper- 

ience in fine grade shoes. Formerly con- 
nected with 5th Avenue concern. Can furnish 
finest references—go anywhere. Address C- 
399, care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





FOR SALE 





FOR SALE OR RENT — Former Century 
Shoe Co. plant, fully equipped, outside roy- 
alty machines. Some working capital available 
for right party. Address C. C. Greiner, 
Macungie, Pa. : 





FOR RENT 


F 98, RENT—A CHICAGO WHOLESALE 

OUSE, in the heart of the Wholesale 
Shee District will rent space in its Show Room, 
equipped with nice convenient fixtures; giving 
Tenant the use of one of three Show Windows; 
also Desk Room in office and share the use of 
Teleph Exchange and Operator. Can spare 








ANTED—Position. Manager shoe store or 

department. Age twenty-nine. Married. 
Now employed as same, wish change. Much 
initiative ability. Excellent record as_ pro- 
ducer. Six years’ of retail shoe experience. 
Prefer Illinois or Iowa. But will consider 
others. Address C-398 care Boot & Shoe 
Rocgesiet, 239 West 39th Street, New York, 





RETAIL Shoe Man desires position as man- 
ager of shoe store or shoe department or 
hosiery department. Good window trimmer. 
A-1 salesman, married, 35 years’ of age. Best 
of references. Address C-395 care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





PARTNER WANTED 


PARTNER, with $15,000, with a drawing 
account of $100 per week, to join a differ- 
ent kind of shoe store in Boston, Mass. Dis- 
counts all bills, highest credit and rating, rea- 
son for partner, <oending business. Address 
C-390, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 

WANTED TO LEASE 





some room for stock and shipping, if necessary. 

Price reasonable. Address C-396, care Boot & 

ae neon, 209 South State St., Chicago, 
inois. 








WANTED TO RENT 





WANTED to rent space for popular price 
women and children’s shoe department in 
live dry goods store. Good location. Industrial 
town from fifteen to thirty thousand popula- 
tion. Address H. Brown, Jacksonville, Alabama. 





LINE WANTED 


INE WANTED—For the State of California, 

myking hesdquerters in Los Angeles, Cal- 
ifornia, omen’s Novelty Shoes, snappy line 
from Factory, good accounts sold for five 
years, good reason for making a change; on the 
floor at once DELIVERY. Give reference of 
my past work. Address C-397, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N.Y. 








Minimum charge 75 cents. 
word of the address should be 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
For all other classified advertisements the rate is 7 cents per word. 
61.25. When a box number is desired twelve words should be added for the address. 


counted. 
The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable in advance. 
Advertisements for this page must be in our New York office on Friday of the week preceding publication. “68 


Minimum charge 
In all other cases each 
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MERCHANTS’ NEEDS 





WANTED TO PURCHASE 





MERCHANTS’ NEEDS 








JDISPLAY JPAPERS 


The finest line ever pre- 
sented to the shoe trade for 
display purposes. PRE- 
PARE FOR SPRING 
AND EASTER. 

Write for samples and prices now 
Display Creations 
1439 Broadway 
Detroit, Mich. 














O.POLLINGER. 


"A, co.| 
216 HOLLAND BLDG., ST. LOUIS, mo. 








VANITY BOWS 


Now, when the: Easter season is start- 
ing, it will be to your advantage to buy 
your bows direct from a manufacturer 
who has satisfied the shoe trade since 
1910. The above bow can be had at 
$4.00 a doz. pairs in any combination 
of materials and colors you may specify. 

ese ws are made with clips so 
that they can easily be attached to the 
pump. 

Many more numbers to be had on 
request. 


VANITY NOVELTY 
WORKS 
1261 Atlantic Avenue 











DISPLAY F EAP anes 


SEGALLE "SONS 


933 ARCH ST. 
PHILADELPHIA, PA. 


ARE BUSINESS GETTERS 
SEND FOR CATALOG 
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If you contemplate selling your 
entire or surplus stock com- 
municate with us. 

tention given. 
KIRSCH-BLACHER CO., INC. 
590 Broadway New York 


Phone Canal 6-4298 and 4299 








We will pay the best price fer 
your surplus or entire stocks of shees, 
general merchandise 


I. SIMON CO. 
101 Reade St., New York Gy 
Phone Worth 5922 Het. 1 














: Milbradt 
Rolling Step Ladders 


Enable you to reach your 


highest shelves conveni- 
ently. 


They last a lifetime 
and 


{ 


4 
onael| 


aa 


Are made in any style, 
shape or size to fit any 
kind of shelving. 


4 Write for general catalog 
and let us suggest the 
best ladder for your use. 


Milbradt 
Manufacturing Co. 
Established 1898 
2416 No. 10th Street 
ST. LOUIS, MO. 





WAL: 




















MERCHANTS’ NEEDS 





Send Glass Sizes for Estimate 
Designs and Materiais - No Obligation 


CAMDEN ARTCRAFT CO. 160 N.Wells St. 
CHICAGO. ILL. 








HOTELS 





The Home Hotel 
of New York 


Homelike in service, 
appointments and lo- 
cation... away from 
noise and congestion, 
yet but a few minutes 
from Times Square... 
garage facilities for 
tourists. 


Room and Bath from 
$3 single $4 double 


500 Rooms 


Home folks will 
like this hotel 


HOTEL 


BRETTON HALL 
BROADWAY at 86th ST. 
=== NEW YORK 


DARAGON 
Shoe Stretcher and Lengthener 


HE latest and last word. Will outwear twenty- 
ve wooden Stretchers—in fact lasts a life-time. 
Three size Lasts with each machine. $15.00 thru your 
Shoe Finder or direct from us. 
LAING HARRAR & CHAMBERLIN Ine. 
Sole Agents 
43 North Third Street — Philadelphia, Pa. 








HOTELS 











a Bath 
Tub and Shower 


HOTEL. 
MONTCLAIR 


Lexington Ave. 
3 to #5 NEW YORK CITY 


Yn 800 Rooms 


Each with Tub 
and Shower 


Radio in Every Room 


For 2 persons 
$4 to *6 
per day 


Suites 


$8 to #12 
per day 
Special Monthly 
ena’ Yearly Rates 








ee] 
3 minutes’ walk from Grand Central. Times 
Square, Fifth Avenue io important 
centers, ° hops and 





Blacks and Browns Still Lead 


ATLANTA, Ga. (UTPS)—Dealers in 
women’s shoes report a good demand 
for both black and brown kid at the 
present time, with black somewhat in 
the lead. Spring trade, local dealers 
believe, will run largely to beige shoes, 
with some demand for patent leather. 

A few stores are already selling 
white shoes, and white will be more 
popular as the season advances. 


77 





1 8! 
theatres noo 10 minues sae enn. Station. 














Ice Water and Radio 





N. Y. HOTEL HEADQUARTERS 
FOR SHOE MEN 


xore. PLYMOUTH 


4%h ST., EAST OF B’°WAY, NEW YORK 
Room and Bath—Shower 


Single $2.50 to $3.50 
Double $3.00 to $4.00 


FREE GARAGE 


+250 














MERCHANTS’ NEEDS 


Ideas 


TO SELL MORE SHOES 


@For thirteen years I have 
created successful selling 
ideas for shoe merchants 
throughout the United 
States and Canada. 


Merchants and manufactur- 
ers looking for practical 
IDEAS for productive ad- 
vertising and sales promo- 
tion, write 








R. E. ANDRUSS, c/o Boot & Shoe 
Recorder, 239 W. 39th St., New York, 
mY. 


en ee 


Jamestown Merchants Stage 
Fashion Exhibition 


JAMESTOWN, N. Y.—Ten footwear re- 
tailers in Jamestown cooperated with 
the merchants division of the Chamber 
of Commerce in staging a formal 
spring fashion exhibition, March 11-14, 
which culminated with a revue on liv- 
ing models at the Hotel Jamestown on 
the last two days of the event. 

Shoe dealers cooperating in the ex- 
hibition included W. H. Anderson, Inc., 
Charles J. Anderson, Bly Shoe Store, 
Brostrom-Conner Shoe Co., Family 
Shoe Store, Ralph Grimm, Lofgren’s 
Shoe Co., Lester Shoe Co., Newhouse 
Shoe Co. and Wade Bros. 

Cooperative newspaper advertising 
was used by the retailers to focus con- 
sumer attention upon new styles in 
footwear. The exhibition, which opened 
on the evening of March 11, was fea- 
tured by an unveiling of windows. 
Prizes were awarded retailers for the 
best window displays, and cooperating 
stores were opened during the four 
evenings of the exhibition. At the 
style show in -Hotel Jamestown, at 
which the models were members of the 
Women Voters’ League of Jamestown, 
the footwear was donated by the shoe 
retailers, who were given credit in the 
programs. 











Fashion Bootery Opens 
in Los Angeles 


Los ANGELES, CAL. (UTPS) —A 
branch of the Fashion Bootery chain of 
Pacific Coast shoe stores has recently 
been opened at 609 S. Broadway, ad- 
joining the new Los Angeles Theatre, 
under the direction of W. O. Scarney. 
The exterior and interior of the shop 
are ‘modern in every detail, from mate- 
rials employed by the architect to fur- 
nishings and lighting fixtures. The lat- 
ter are of the direct and indirect type. 
Nine hanging ceiling fixtures furnish 
illumination for the main portion of the 
store, while wall light brackets at each 
side of long mirrors placed in between 
the rows of shelves, and consisting of 
glass panels behind which the electric 
globes are concealed, provide the latter 
type of diffused light. 

Additional illumination is afforded by 
similarly designed lighting arrange- 
ments in the form of a continuous nar- 
row glass panel under the balcony 
which encircles the street floor shop. 
In this manner there is provided an 
abundance of light for stock as well 
as display. Shoe retailers and business 
men in other lines are finding that a 
well-lighted interior is one of the car- 
dinal points in successful merchandis- 
ing; that dimly lighted interiors and 
windows lead prospective customers to 
believe that the stock is old and would 
- bear the scrutiny of close inspec- 
ion. 

On the second floor of this new shop 
is the French room, panelled, like the 
street floor, in walnut, and furnished 
similarly with steel-frame chairs uphol- 
stered in a gold and green fabric. An 
alcove off the main part of the second 
floor leads into a sizable show window 
where resort shoes are displayed. In 
this alcove are a built-in wall display 
cabinet as well as a floor display case 
and a hosiery section. A hosiery de- 
partment is also installed on the main 
floor close by the entranceway. The 
shop itself is long and narrow and the 
stock is in full view, being arranged on 
open shelves. 


To Operate Geneva Store 


SCHENECTADY, N. Y.—The Fitzwater 
Shoe Store, in Geneva, N. Y., has been 
purchased by J. L. and C. G. Patton, of 
Schenectady, who will continue to op- 
erate it. J. L. Patton is senior member 
of the well known firm of Patton & 
Hall, of Schenectady. 


73 


New Edition 
Shoe and Leather Lexicon 
We are ready to take orders for at once delivery 
of the new and revised Shoe and Leather Lexicon. 


This handy book of the trade is in its sixth edi- 
tion, over 100,000 copies now in use. 


Price 50 


Boot and Shoe Recorder 
239 West 39th Se. 


New York, N. Y. 


F. E. Ballou Heads Providence 
Retail Board 


PROVIDENCE, R. I., March 7 (UTPS) 
—Frank E. Ballou, president and 
treasurer of F. E. Ballou Company, 
shoe retailers, has been elected chair- 
man of the Retail Trade Board of the 
Providence Chamber of Commerce. 
This makes him also second vice-presi- 
dent of the Chamber of Commerce. 

Mr. Ballou happens also to be vice- 
chairman of the Chamber’s Committee 
on Finance, a director of the Brown 
Business Bureau and a director of the 
Chamber’s Credit Rating Bureau. He 
is a prominent Mason and has served 
as representative in the State Assembly 
since 1912. Those in the shoe business 
and his many other friends are wish- 
ing Mr. Ballou success in his new office. 


Coward Reports Record Sales 


NEw YorK — The last Saturday in 
February was the biggest single day in 
the history of the Coward Shoe Co. 
since it started in business over 64 
years ago, according to a statement 
given out this week. More pairs of 
shoes were sold on this day than on 
any previous day in the records of the 
company, and it was further stated 
that the two days preceding were also 
exceptionally large in volume. 

General reductions in manufacturing 
costs and expenses have been recently 
put into effect by this concern, and the 
retail prices of all Coward shoes have 
been adjusted to levels below those pre- 
vailing for many years. The company 
is also emphasizing in its current ad- 
vertising campaign the fact that the 
largest selection of comfort and ortho- 
pedic shoes in the world is carried at 
the Coward stores. Spring business is 
expected to be satisfactory. 


New Pollock Store 
for Greensboro 


GREENSBORO, N. C.—Pollock’s, Inc., 
recently secured from Mrs. Mary Tate 
Walsh and Mrs. Kate Tate Lee a long- 
term lease on the first floor of the busi- 
ness building at 104 South Elm Street, 
opposite the post office. 

Following remodeling of the building 
and installation of new fixtures and 
stock, Pollock’s slipper salon, owned 
and operated by Pollock’s, Inc., will be 
moved from 123 West Market Street to 
the new location. 
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THE BusiNess 
BAROMETER 


Business Changes 


DELAWARE—Wilmington—Bentley’s, Inc.; 
boots, shoes, etc. ; incorporated. 

DISTRICT OF COLUMBIA—Washington— 
Washington Wholesale Shoe Co., Inc. (8138 
Capitol St.) ; wholesale boots and shoes; recently 
commence 

ILLINOIS—Chicago—Lloyd Shoe Co. (8420 
W. 26th St.); boots and shoes; inc. authorized 
capital $10,000. 

MASSACHUSETTS—Bostor—A rmour Shoe 
Co., Inc.; manufacturers; name changed to 
Armor Shoe Co., Inc. 

Dunn’s (85 Summer 
recently d b 

Haverhill—Brown Shoe Co.; manufacturers ; 
recently commenced business. 

Lynn—Samuel Schwartz (Shephard’s Shoe 
Store) (244 Union St.); boots and shoes; re- 
cently commenced business. 

Newton—Newton Corner Bootery (Robert 
Reich) (298 Centre St.); recently commenced 
business. 

MICHIGAN—Saginaw—Vogue Boot Shop; 
boots and shoes; inc. authorized capital $15,000. 

MINNESOTA—Caledonia—Stenehjem & 
Hefte; boots and shoes; succeeded by Inch 
Hefte. 

MISSOURI—St. Louis—Rosenthal’s Shoe Co., 
Inc.; boots and shoes; inc. authorized capital 
$15,000. 

NEW JERSEY—Atlantic City—Meyer Kargher 
(1107 Atlantic Ave.) ; boots and shoes; reported 
selling or sold out. 

Newark—Ansonia Bootery, Inc.; boots and 
shoes; inc. authorized capital $100,000. 

NEW YORK—New York City—Arch Form 
Shoes, Inc.; boots and shoes; inc. authorized 
capital $10,000. 


St.) ; boots and shoes; 





Gloria Shoe Co., Inc.; boots and shoes; inc. 
authorized capital $10,000. 

Irving’s Bootery, Inc.; boots and shoes; in- 
corporated. 

Loumac Retail Stores, Inc.; boots and shoes; 
incorporated. 

Markoff Bootiers, Inc.; boots and shoes; inc. 
authorized capital $20,000. f 

Stern & Kamin, Inc.; boots and shoes; inc. 
authorized capital $20,000. 

Pelham—Nicholas Smith; boots and 
reported liquidating. 

Perry—King’s Shoe Store (Sol H. Rosen- 
bloom); boots and shoes; reported sold out to 
Maurice Stein. ; 

OHIO—Hamilton—J. J. & J. A. Boettinger 
Shoe Co.; boots and shoes; reported liquidating. 

PENNSYLVANIA—Altoona—The Shoe Mar- 
ket of Altoona; boots and shoes; inc. authorized 
capital $30,000. ; 

A. Simon & Co.; boots and shoes; inc. au- 
thorized capital $50,000. 

Philadelphia—Abe Lavenson; boots, 
etc.; inc. authorized capital $5,000. 

Marman Shoe Co.; boots and shoes; incor- 
porated. 

Morris Squires (3028 Kensington Ave.) ; boots 
and shoes; sold or closed out business. 

RHODE ISLAND—Pawtucket—Slater’s Shoe 
Store (The Store That’s Different) (192 Main 
St.) ; boots and shoes; business certificate filed 
by Zarchen’s, Inc. 

TENNESSEE—Cleveland—The Miracle Store; 
boots, shoes, etc.; reported liquidating. 

TEXAS—Borger—Carpenter Dry Goods Co.; 
boots, shoes, etc.; inc. authorized capital $40,000. 

Corpus Christi—Grossman Bros. ; boots, shoes, 
etc.; inc. authorized capital $1,000. 


shoes ; 


shoes, 


Failures, Embarrassments, Etc. 


ALABAMA—Birmingham—Guarantee Shoe 
Co.; boots and shoes; reported petition in bank- 
ruptcy. 

_ ARKANSAS—Fort Smith—Sol C. Cohn Cloth- 
ing Co., Inc.; boots, shoes, etc.; reported pe- 
tition in bankruptcy. 

Helena—Hart Shoe Store; boots and shoes; 
reported petition in bankruptcy. 

Little Rock—Sterling Stores, Inc.; boots, 
shoes, etc.; reported petition in bankruptcy; 
reported receiver appointed. 

CALIFORNIA—Modesto—W. D. Stroud; 
boots, shoes, ete.; reported assigned. 

GEORGIA—Columbus—A. C. Chancellor Co. 
(1108 Broadway); boots, shoes, etc.; reported 
petition in bankruptcy; reported receiver ap- 
pointed. 

Macon—David J. Wachtel (Star Clo. Co.); 
boots, shoes, etc.; reported petition in bank- 
ruptcy. 

ILLINOIS—Canton—J. Neumann & Sons, 
Inc.; boots, shoes, etc.; reported petition in 
bankruptcy; reported receiver appointed. 

Chicago—Adolph Gerlaucus (‘‘A. G. Bootery’’) 
(1753 W. 47th St.); boots and shoes; reported 
assigned. 

Kargan’s Quality Shoes (4026 Milwaukee 
Ave.) ; boots and shoes; reported assigned. 

Ben Warsaw (5552 Belmont Ave.); boots, 
shoes, etc.; reported assigned. 

Danville—Morris Fish (208 E. Main St.); 
boots, shoes, etc.; reported petition in bank- 
ruptcy. 

Kansas—G. H. Yenawine; boots, shoes, etc.; 
reported petition in bankruptcy. 

INDIAN A—Indianapolis—Horuff Shoe Corp.; 
boots and shoes; reported received appointed. 

IOWA—Mt. Pleasant—Joy & Co. (Fred W. 
Joy); boots and shoes; reported petition in 
bankruptcy. 

MARYLAND—Baltimore—Louis Lobel (2319 
E. Monument St.); boots, shoes, etc.; reported 
petition in bankruptcy. 

William Millman (‘Preston Quality Store’’) 
(702 E. Preston St.) ; boots, shoes, etc. ; reported 
petition in bankruptcy. 

Silver Springs—Charles M. Tierman (Tier- 
man’s Dept. Store); boots, shoes, etc.; reported 
petition in bankruptcy. 

MASSACHUSETTS—Boston—Dudley Bootery, 


Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, March 21, 1931 


Inc. (224 Washington St.); boots and shoes; 
reported petition in bankruptcy. 

Lynn—Delmark Shoe Co.; manufacturers; 
reported petition in bankruptcy; reported offer- 
ing to compromise at 20%. 

MICHIGAN—Detroit—Alec Marx (468 Michi- 
gan Ave.); boots and shoes; reported called 
meeting of creditors for March 5. 

Metropolitan Stores, Inc.; boots and shoes; 
reported petition in bankruptcy. 

Flint—Wm. B. Green; boots and shoes; re- 
ported petition in bankruptcy. 

MISSOURI—St. Louis—Isaac Tucker (1239 
S. Broadway); boots, shoes, etc.; reported pe- 
tition in bankruptcy. 

MONTANA—Butte—-Skands, Inc. ; boots, shoes, 
etc.; reported petition in bankruptcy. 

NEW JERSEY—Jersey City—Nathan Lefko- 
witz (236 Old Bergen Road); boots and shoes; 
reported petition in bankruptcy. 

NEW YORK—Brooklyn—Joseph Smolin (2147 
86th St.) ; boots and shoes; reported assigned. 

Buffalo—John Guarnieri (393 E. Swan St.); 
boots and shoes; reported petition in bankruptcy. 

Fred Landau (914 Broadway); boots, shoes, 
etc.; reported petition in bankruptcy. 

H. B. Moore & Son, Inc. (328 and 624 Main 
St.); boots, shoes, etc.; reported petition in 
bankruptcy; reported receiver appointed. 

Morris Rockwell (10 E. Chippewa St.); boots, 
shoes, etc.; reported petition in bankruptcy. 

New York City—Washineton Shops, Inc. (3786 
Broadway); shoes and men’s wear; reported 
petition in bankruptcy. 

NORTH CAROLINA — Wallace — Turner’s, 
Inc.; boots, shoes, etc.; reported petition in 
bankruptcy. 

OHIO—Barberton—Harry Friedland (‘Bon 
Ton”); boots, shoes, etc.; reported petition in 
bankruptcy. 

Cincinnati—Stanley Duttenhofer Shoe Co.; 
manufacturers; reported receiver applied for. 

Cleveland—Morris R. Bloch; boots, shoes, etc. ; 
reported petition in bankruptcy. 

Columbus—Joseph W. Fineran (387 Barthman 
Ave.) ; boots, shoes, etc.; reported receiver ap- 
pointed. 

Piqua—Hillery Shoe Co. (‘‘Vogue Boot Shop”) 


79 


Latest Reports of New Stores, 
Failures, Embarrassments and 
Bankruptcy Proceedings 


(E. -A. Hillery, Prop.); boots and shoes; re- 
ported petition in bankruptcy. 

OKLAHOMA—Holdenville—The Chic Boot 
Shoppe (W. B. Godwin, Prop.) ; boots and shoes; 
reported offering to compromise at 33 1/3%. 

PENNSYLVANIA—A liquippa—Jacob M. 
Young (“Economy Shoe Store’); boots and 
shoes; reported petition in bankruptcy. 

Bloomsburg—E. Feldman; boots, shoes, etc.; 
reported offering to compromise at 25 per cent. 

Juniata—H. E. Ruehr; boots and shoes; re- 
ported petition in bankruptcy. 

Nemacolin—Alter Lipnick; boots shoes, etc. ; 
reported petition in bankruptcy. 

TENNESSEE—Jackson—Rosser Shoe Co.; 
boots and shoes; reported petition in bankruptcy. 

Knoxville-—Nathan Millen (W. Vine Ave.) ; 
boots, shoes, etc.; reported petition in bank- 
ruptcy. 

TEXAS—Cameron—R. E. Vaughn; boots, 
shoes, etc.; reported petition in bankruptcy; re- 
ported receiver appointed. : 

VIRGINIA—Charlottesville—N. Zimmerman 
(Peoples Savings Store) (214 West Main St.) ; 
boots and shoes; reported petition in bankruptcy. 

Suffolk—Philip Herman (‘‘Herman’s’’) ; boots, 
shoes, etc.; reported petition in bankruptcy. 

WASHINGTON—Seattle—Jacob Starin; boots, 
shoes. etc.; reported petition in bankruptcy. 


New Shoe Stores 


New York, N. Y.—Loumac Retail Stores, Inc. 
New York, N. Y.—Rugoff & Co., Inc. 
Chicago, Ill.—Lloyd Shoe Co., 3420 W. 26th 


St. 

Philadelphia, Pa.—Marman Shoe Co. (Mfr.) 

Altoona, Pa.—A. Simon & Co. 

New York, N. Y.—Knopp Shoe Store, 837 9th 
Ave. ; 
New York, N. Y.—Jean’s Bootery, 112 Trinity 
Place. 

New York, N. Y.—Style Twin Shoe Co., 24 
Dey St. 

Hartsville, S. C.—Greene’s, Inc. 

Altoona, Pa.—Shoe Market of Altoona. 

Altoona, Pa.—A. Simon & Co. 

Salvisa, Ky.—John P. Rowland & Son. 

New York, N. Y.—Empire Shoe Shop, 518 E. 
138th St. 

Grand Rapids, Mich.—Waller’s, Inc. . 

Ontonagon, Mich.—Ontonagon Cooperative 
Society. 

Saginaw, Mich.—Vogue 

Prescott, Ariz.—Sam’s 
Cortez St. 

Wellington, Kan.—Hales Bros., 201 N. Wash- 
ington Ave. , 

New Bedford, Mass.—Premier Shoe Store, 1407 
S. Water St. 

New York, N. Y.—Madison Shoe Co. 

Jenkintown, Pa.—Sears, Roebuck & Co., 414 
York Road. 

Oconto, Wis.—Jack B. Karp. 

Glendale, Ky.—J. R. Sego, Rider Bldg. 

C. Moore & Son, 167 


Boot Shop. 
Clothes Shop, 141 N. 


Spartanburg, S. C.—B. 
Main St. 

Selma, N. C.—Floyd C. Price, North Raiford 
St. 
Miami, Fla.—Capitol Department Store, 304 
N. Miami Ave. 

Bartlesville, Okla.—Hunsecker Dry Goods Co., 
Inc., 108 E. 3rd St. 

Crawfordsville, Ga.—Hill Bros. 

Graf, Ilowa—F. W. Childers. 

Delano, Cal.—Levison’s Department Store, 1112 
Main St. 

Racine, Wis.—W. G. Howard. 

Medora, Iowa—Will DeVore. 

Sardinia, Ind.—Albert Castor. 

Little Rock, Ark.—The Vogue, 608 Main St. 

Brooklyn, N. Y.—Rose-Faul Shoe Co., Inc. 

Christi, Tex.—Grossman Bros. 

Bossier City, Tex.—Kennedy Dry Goods Co., 
Ine. 

Boston, Mass.—Cuetara Hnos., Inc. (Also San 
Jun, Porto Rico) 

Haverhill, Mass.—Fashion Shoe Co., Inc. 

Heinemann, S. C.—Tucker & Co. 

Barnwell, S. C.—Mazursky’s, Inc. 

Wilmington, Del.—Bentley’s, Inc. 

Boston, Mass.—Merchants Shoe Co., Inc. (Mfgr.) 

Marblehead, Mass.—F. A. Parker, Inc. (Mfgr.) 

Madison, Wis.— Berland Shoe Stores, Inc. 
(C. E. Blake) 

Pawtucket, R. I.—Zarchen’s, Inc. 

Candor, N. C.—J. G. Tomlinson & Co. 
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Getting More Shoes Sold Right; not 
only “more” but “right”; sold for the 
right purpose, to the right wearer, in 
the right fitting, for the right price, at 
the right profit. This is the great 
problem of the retail shoe merchants. 
The chief purpose of THe Boot anp 
SHoe Recorper is to help solve it; for 
this is the basic problem upon which 
depends the progress of the entire allied 
industries relating to shoes and leather, 
their production and distribution. 
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Boot and Shoe 


‘Recorder 


A SINGLE glance at any retail shoe 
advertisement should instantly tell 
—“what is it, how much is it, where 
can it be bought’”—clearly, boldly and 
forcibly. The formula is positive, and 
we get it from the man who made his 
newspaper the outstanding shoe-copy 


carrier in America. He tells how a 
newspaper can build its appeal to any 
class and price level it desires, and that 
any merchant can build his store to the 
ciass and price levels he wishes to serve 
—and, peradventure, any manufacturer 
can build his product and price level to 
serve a distinct market. Peek behind 
the scenes of the appeal you wish to 
make profitable. 


a a & 


HE shoe stores of this country 

need re-equipment, re-arrangements 
and repair. The store expense column 
has had too long a holiday. Stores can- 
not continue to work on the basis of 
“save the surface and you save all.” 
New fronts and interiors are needed, 
for a dowdy store captures only dow- 
dier customers. Every store needs new 
tools in the service of fitting—mechan- ’ 
ical aids and even new and clean fitting 
sticks—an x-ray in every store might 
show the world true fitting. Every new 
aid to better service has a place in this 
issue. 








TWO FAMOUS 
FOUNDATIONS 


CHRYSLER BUILDING 
N. ¥. 





68 stories above ground 
3 stories below ground 
to bed-rock. 
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VULCO-UNIT BOX TOE 
and 


THE UNDERSTRUCTURE OF 
THE CHRYSLER BUILDING 


CB eats the Chrysler 


Building —that magnificent tower of 


et 


aS 
— 


rere 


modern architectural beauty, the builders 
have carefully placed a safe and endur- 
ing foundation. Likewise —the modern 
manufacturer selects Vulco- Unit Box 
Toes as a safe and enduring foundation 
upon which to build the style and beauty 


of his shoes. 


BECKWITH MFG. COMPANY 
eManufacturers of Uulco ‘Products 
STATLER BUILDING BOSTON, MASS. 
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Telling the World 


A potential 





audience of 
57,000,000 people 
is within earshot 
of the VITALITY 
selling message 


every week... 





: Tlie eh ee Re : ed Husin 
ye and his 7 I ‘a ~ ~ tena 


Vitality shoes are for 


women, men and boys. 


For WOMEN—AAAA 
to EEE, Sizes 2 to 11, 


to retail at $5 and $6. 


For MEN—AAA to 
G, Sizes 5 to 14, to 
retail at $5 and $6. 

















For BOYS—A to E, [NEE SRE TSE e 
ITALITY SHOE COMPANY -) 


Sizes 1 to 6, to retail Ne ___ BRANCH OF INTERNATIONAL SHOE CO. _ 


at $4 and $5. 1509 Washington Ave., ST. LOUIS, MISSOURI 
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An unretouched 
the popular Blac 


hotograph of a pair of 
Savoys on a mirror. 


This is our Carma last for 19/8 slender 
hoes 


heel, 


long vamp, 


narrow toe s e 


The greatest step forward to insure 
profits in the merchandising of style 
goods is the application of the 
scientific method to style forecast- 
ing. This method is used with 
marked success by BALL-BAND 
in styling light rubbers and 


No 


galoshes. 


Guess-work 


BALL-BAND Styles are Smart and SAFE because they are based 


on accurate knowledge of style trends 


The remarkable success of our Style Com- 
mittee in anticipating style trends is the result 
of a thorough study of advance style informa- 
tion secured from leading stylists, manufac- 
turers, and retailers, 

Then our designers take the Style Committee 
recommendations and interpret them in lasts that 
eg won an enviable reputation for excellent 

t. 


The rich colors that are an outstanding fea- 


ture of BALL-BAND galoshes are developed 

by our chemists to match the colors adopted by 

_ Allied Associations of the Women’s Dress 
rades. 


Thus we insure both the smartness and the 
safety of BALL-BAND Styles. And, because 
they have found that BALL-BAND Styles are 
Smart and Safe, more and more of the leading 
merchandisers here, as well as abroad, are con- 
centrating on BALL-BAND. 


Write for the complete story of the many advantages BALL-BAND offers this year. 


Mishawaka Rubber & Woolen Mfg. Co. 


280 Water St., Mishawaka, Indiana 


BALL-BAND 


(Inquiries from the New England States and Greater New York should be addressed to Dunham Bros. Co., Dept. A, Brattleboro, Vermont) 


Particulars 





Money in the Till — You can save 5% on Early Orders — Ask for 
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YOU NEED 
NO LONGER 
BE TOLD 
THAT YOU 
HAVE AN 
EXPENSIVE 
zere)| 








Listen to a 
Coast-to-Coast 
Broadcast of 


ENNA 
JETTICK 
MELODIES 


every 

Sunday Evening 

over WJZ and 
Associated 


Stations 














L AAAAA to EEE -Sizes 1 to 12 








Enna Jetticks 


move quickly from the dealer 


to the Wearer 


and are replaced as quickly by 
the fastest “In-Stock” Service in 
the Shoe Industry. 


ENNA JETTICK SHOES, Ine. 


Auburn, New York 
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Each Factory, Each Store Takes Its Own Quality-Measure. 
Quality Marketing Thrives Because It Is the American’s Goal— 
the deep wishing for it cannot for long be deflected. 





Only superlative goodness—suited precisely to the 
new order of shoe merchandising and best consumer 
demand—can account for this rapid establishment 


of leadership to the point of supremacy. 


This fact is indisputably evidenced—in the extent of 
enthusiastic acceptance of the Pedigo-Lake product— 
by the number and the outstanding character of the 
most discriminating stores now registered for this 
new, economic advantage in quality merchandising— 
the ability to supply an insistent demand for luxurious 
fineness without extravagance. 
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In the new field of $8.50 and $10.00 retail shoe merchandising. 





Fearing no immediate, comparable approach 
to a near duplication of the same fine type of 
high quality footwear which we make avail- 
able for retailing at $8.50 and $10.00 (and 
some even as low as $7.50) with the unusually 
attractive mark-up and trade satisfaction thus 
afforded—it being necessary prior to this 
development to go into a much higher re- 
tail price bracket to obtain a like quality— 
we can afford to reveal some of the funda- 
mentals responsible for this accomplishment. 
(1) An efficiently applied knowledge of fine 
quality footwear, (a) what it is and must be, 
(b) what must go into its construction—both 
as to material and workmanship—lasts and 
patterns for fit and adaptability—every re- 


quirement necessary to meet the most exact- 
ing needs. 

(2) Use of the most modernly developed 
manufacturing facilities—skilled man-power 
as well as new and marvelous machinery—all 
newest methods of our own for the assur- 
ance of expert scrutiny and precision in each 
operation. 

(3) An unfaltering low cost control on 
distribution and overhead, hardly equalled in 
similar organizations — economical manage- 
ment and ample capital for a strongly utilized 
buying power—all these effected economies 
curtial expense burdens which otherwise 
would find their way through added cost to 
either higher prices or lower quality—per- 
haps both. 


We invite your investigation—visit our factory and see. 


Distinctively Distinctively 


Pedigo -lake Shoe (0. 


Saint Louis, Missouri 


Fine Footwear Fine Footwear 


for Women for Women 
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WILLOW 


Fancy Willow is really appreciated by shoe stylists, shoe 
merchants and manufacturer. 


There is depth of coloring in the shades of Fancy Willow. 


f® 


Aiboditit for 


FANCY WILLOW 
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NOW IS THE TIME FOR ALL 600D 
: SHOE MANUFACTURERS “ 


to come to the aid of 
their customers with 


IN STOCK 
SHOES 


which are 


ILLUSTRATING 
No. 5530 JERSEY BEIGE ELK-BROWN CALF TRIM vial No. 7610 PATENT CENTER BUCKLE, 10/8 Heel 
: E FIFTY STYLES Growing Girls’ ’ 
Duflex Ridglay Gristle Sol, 10/8 Heel 
INCLUDED ree 
. IN OUR 
CATALOG 8'2 to I 


MO-DEBS 
for Growing Girls 
RETAILING 
$5 to $7.50 


Junior 


No. 5570 JERSEY BEIGE ELK-BROWN CALF PLUG 
: MO.-DEBS 


No. 7180 GROWING GIRLS’, 10/8 Heel 
Misses & Childrens 2% to 8 AAA to C $3.25 


$4 to $5 
GREENFLEX 


Misses & Childrens 
$3 to $4.50 


Duflex Ridglay Gristle Sole, 10/8 Heel 


ALL 


WELTS No. 476 COFFEE ELK OXFORD 
OF THE No. 473 LIGHT SMOKED ELK 
FINER No. 474 BLACK ELK 


No. 5360 CAMEL BLONDE ELK-BROWN CALF E1°9 ND) aS 8% to 12 
SADDLE AND TIP No. 479 PATENT OXFORD 
Sizes and prices ae 


Duflex Ridglay Gristle Sole, 10/8 Heel Also 11% to 2 A 
All Gold Spot Soles Kid Lined 


SHOE MANUFACTURING COMPANY 
960 HARRISON AVENUE - BOSTON - MASS. 


a ee ew Pe en are 
SALES OFFICES 
Room 611, Marbridge Bldg., New York 
Room 536, Statler Bldg., Boston 


KRIEDER-CREVELING SHOE CO.—BOSTON—NEW ENGLAND DISTRIBUTORS 
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In SATIN FINISH KID we have given to you 
who serve the exacting taste of truly style minde J 
women a doubly effective sales factor. 

Not only a new sense of the exquisite in black 
leathers, but also a finger caressing surface that 
promises utmost foot ease and forbids acqu:rement 
of dust. 

Specify it for its exclusive merits as an origins! 
creation. 


WILLIAM 
AMER 


COMPANY 


PHILADELPHIA 


Kus 
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Style No. 383. Black Kid One-Strap Center, Buckle. 
16/8 Wood Covered Heel. In stock AA, A, B, 
and C, Auburn and St. Louis. Price $3.70 

Style No. 383-4. Putty Beige Kid One-Strap Center 
Buckle. 16/8 Wood Covered Heel. In stock AA, 
A, B, and C, Auburn and St. Louis. Price $3.95 

Style No. 383-11. Sea Sand Kid One-Strap Center 
Buckle. 16/8 Wood Covered Heel. In stock AA, 
A, B, and C, Auburn and St. Louis. Price $3.95 


—Built over Coordinated } ' 


Lasts and Patterns. Every 
size and width a_ perfect 


<a I D E A ee e e@ * 


—Unequalled in their grades 
for quality and lightness of 


appearance combined with | N F E M | N | N E FOOTW EA R 


comfort. 


* Light appearance possible in Turn shoes is unequalled by 


eo any other type of construction. Good Turn shoes are the 
* easiest of all to fit and sell, the most comfortable footwear ever 
devised, the most satisfying to the wearer. 


—Stocked in wanted sizes 
and widths at Auburn, Aen 
asi. Ault-Williamson Hand Turns, retailing profitably at $6, 


* supply your need for light, airy, flexible footwear combining 
nies te hate style and comfort. An opportunity you cannot afford to miss. 
Williamson Shoe Company, 


Turn shoe specialists for Additional business with trade that prefers light, beautiful, 


— footwear, with style and comfort. 
* 


Place your trial order now on the design shown above. 
Write for new Spring and Summer catalog of styles in stock. 


Manufactured Exclusively by 


Ault-Williamson Shoe Company 


ST. LOUIS, MO., 416 North 12th St. AUBURN, ME. 
(In-stock Dept.) (Factory and In-stock Dept.) 


+ EE 
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OLD MOTHER HUBBARD 
WENT TO THE CUPBOARD 


You all remember the pathetic story of Old 
Mother Hubbard who went to her cupboard to 
get her poor dog a bone and found the cup- 
board bare. 

The shoe salesclerk who approaches stock 
shelves in quest of a certain size and style only 
to find an empty space is in an even worse plight 
than old Mother Hubbard. 

Her dog hung around till the cupboard was 
filled. But your customer is apt to betake herself 
to your nearest competitor whose stock is com- 


plete! 


There is no good reason why a salesclerk 
should ever fail to find on your shelves the size 
and style of Matrix Shoes he needs. Our In- 
Stock department has a wonderful record for 
quick service. 

Matrix merchants who re-size every week find 
that the confidence and satisfaction inspired in 
their salesforce by the certainty of complete stock 
mean added daily sales and increased yearly 
profits. Mother Hubbard cupboards have no 
place in a store merchandised by modern methods. 


More sales are lost from lack of sizes than styles. 


E. P. Reed & Company Maintain Quality Standards in All Their Lines: 


SPORTVIEW SHOES.. 


- VARSITY GOLF OXFORDS ... HANDCRAFT SPORTVIEW 











AND 


TMlatiuim Shoe 


“YOUR FOOTPRINT IN LEATHER” 


E. P. REED & CO., ROCHESTER, N. Y. 


New York Style Studio: Marbridge Bldg. (Broadway at 34th St.) » Philadelphia Office: Denckla Bldg. Chicago Office: 1729 Republic Bldg. 


{ Tue Herwoop Boot Anp SHoz Company of Worcester, Mass., has been I 
licensed to manufacture Matrix Shoes for Men. 


Boot AND SHOE RECORDER 7 
eombining Tuk SHOE RETAILER, March 28, 1931 








Shoe of Color No. 10 Rajah 
KABOS SHOE MFG. CO., BROOKLYN, N. Y. 


ROBERTSON 


LEATHER CO NEW YORK 
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ESSEX SPORT SOLES 


fi 
H 
4 
i 
i 
4 
i; 
i] 
} 
i 
i 


HARMONY [with the upper} of a de- 
signed sole costs no more—and helps 
sales. 


REALITE soles are beautiful in design 
and color. They are not expensive al- 
though they combine light weight with 
the tough wearing qualities of real 
rubber. 


Samples and prices await your request. 


ESSEX RUBBER COMPANY 


TRENTON, N. J., U.S. A. 


NEW YORK BOSTON CHICAGO 
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Jottings 


@ The line of least resistance does not always 
lead to success. 


Dio 


@ Let us impress the value of Confidence, 
Service, Quality, Workmanship and Style 
into the minds of our customers, whether 
manufacturer, jobber, dealer or consumer. 


sie 


« The picture suitably framed oft brings 2 
higher price. 


sie 


« The Essex Line of Sport Soles is popular 
this season. Essex Soles represent the very 
best in quality. Their use assures you of the 
highest degree of satisfactory service. 


D+ oe 


@ The job is not finished at the time the sale 
is made. Consumer satisfaction completes the 
transaction. 


Bio 


« Play safe. Specify Essex Sport Soles and 
Heels. 


sto 


' @ Where is there a better line from which 
to make your selection? 


<—_ 


Popular Brands of Essex Soles 
Plytex Steady Tread Jumping Jack Realite 


Skylark Trophy Tread Essex Sport W earite 
Sportlite Master Tread Essex Golf Nomar 


ESSEX RUBBER COMPANY 


TRENTON, N. J.,. U.S. A. 
NEW YORK BOSTON CHICAGO 
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No. 9082 EVANGELINE 


RUBY KID 


IS A DEFINITE 
SALES INFLUENCE 


A. H. Berry Shoe Corp. have an extensive instock 
service department in which they carry a very broad 
assortment of styles in their various brands. 
Three typical styles are herewith illustrated as 
stocked in RUBY KID. 

Their instock catalog includes over 100 styles. 


No. 9212 APPROVED NURSES SHOE 
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For standardized quality 
on standard lines 


A. H. BERRY SHOE CORP. 
Standardize on 


A. H. Berry Shoe Corp. of Portland, Maine, is one 
of the longest established shoe manufacturing firms 
in New England—specializing always on women’s 
footwear. 


Their reputation for value giving is something in 
which they take especial pride—and the numbers 
of their customers who have long continued to sell 
A. H. Berry shoes logically indicate strict main- 
tenance of their quality standards. 


Black Kid styles form a very large proportion of 
their production. Therefore, that they should 
standardize on RUBY KID is clear proof of the 
repeated satisfaction it is giving their customers. 


“RUBY KID is a DEFINITE SALES INFLUENCE.” 


JOHN R. EVANS & CO. 
CAMDEN, NEW JERSEY 


CINCINNATI PHILADELPHIA MILWAUKEE ST.LOUIS BOSTON ROCHESTER 


EVANS LEATHER | 
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WINDSOR LAST 


Lot No. 520 
White buck with black calf 
trimming. 


Lot No. 510 
White buck with tan calf 
trimming. 
Widths A-E 6-11 





ustomers 
are won by 
repeatedly 
justifying 
their 
confidence 
x 
C-H- 
ALDEN 
COMPANY 


¢ 


DESIGNERS & MAKERS 
OF MEN’S FINE SHOES 


ABINGTON 
“MASS: 


* 








16 
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Take Advantage of the Naturalizer Stock Service 


2 y . Se! Paytat a . wget oe ny Rats =e Le 4 AG 5 pirege ies ends tice 
Hat mR doen asks Sp ONG Mion ee tas ie mr pen ot Ses ars es oy AUN aeneee rel 34 is ‘ latyie Pld 
ae eee . a = hak: oe rea a fs! ae pes. i ie, ye ES b = eT me ra re tata eee eer 


EWG Spee ahs Tiare ae oa en 6 ne 


NO. 971... .. NEOBA ; , "NO. 2433... LILA LEE 
Black Kid Tie Metatarsal 4 Clever merchants are quick to seize the N. C. 960 Beige Kid 920 N. 
" C. Kid trim 16/8 Cov. Cuban 


Su rt Arch lifter Last 16/8 
ys a Heel... $4.85 Heel. Fashion Last... $5.00 


opportunity to increase turnover... 

lower original investment...increase 
profits...by using our Stock 
Service. Here they are, these 


smart lightweight Natural- 


NO. 816...Nurse Black Kid Tie ‘ NO. 964... Amiliar Black Kid Tie 
Nurse last Long Counter 12/8 Lea. A Black Lizard trim Healthaid Last 15/8 
$ izers, ready for prompt Lea. Mil. Heel............$4.35 

.. Same in White NO. 972...Same in Brown Kid 
Kid Cov. Heel $4. ; Cov. Heel $5.00 
delivery. Order by \ NO. 915...Same 

; in White Kid Cov. 

Heel. . $5.00 


number and order 


in numbers. » » » 


; NO. 2447....LA VERE 

NO. 2434 PAREE r N. C. 800 Sea Sand Kid 920 
A N. C. Kid trim. Boulevard 

Black Kid Gore Pump Morocco : } last 16/8 Louis Heel . . $5.00 


Trim Beaded gore. 16/8 Louis eat 
Heel. Boulevard last. . $4.60 ie. NO. 2445...Same "SAG 


NO. 2435...Same in N.C. 
960 Beige Kid . .. $5.00 


NO. 2251... PHOEBE 


Black kid tie, genuine ring 
lizard trim, 16/8 Cov. Cuban 








Heel Boulevard last. $4.60 ‘ib 


Bl e Fb bon | ’ In C. 


Twelfth Street at Russell Bivd. 
Saint Louis 
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through oul 


Cah how be ASSUIE. 


Style appeal, the product of 
creative genius is obtained 
with unvarying faithfulness 
in Mears Wood Heels. The 
utmost in heel beauty, design 
and dependability is yours 
when you use these heels. 


Mears alone has the right to 
make cuban heels with the 
straight line or “monoplane 
breast. 


Women prefer wood heels because they 


are lighter and have graceful lines. 


FRED W. MEARS 
HEEL COMPANY, INS 


AUBURN, MAINE : ST. LOUIS, MISSOURI 
COLUMBUS, OHIO AUBURN, NEW YORK 


Associated Companies 


Conway Wood Heel Company, Conway, N. H. 
Merrimack Wood Heel Company, Salem Depot, N. H 
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Tandrite is 


a remarkable leather 
for Children’s Shoes 


Tiny feet demand soft, gentle leather . . . 
yet snug protection. Nothing meets their 
requirements better than Tandrite Calf. 


The exclusive processes used in Tandrite 

Calf produce a leather of more than usual 

softness and satiny finish. Yet it is strong 

to resist the weather and the scuffing of 

little feet. 

You will find that children’s shoes of 

Tandrite Calf make an unusually strong 

appeal to mothers. The beautiful finish 

is equally as pleasing as the soft, durable pe oy a 
leather itself. RES ae 


E.HUBSCHMBN & SONS, Inc., PHILB., PR. 


Tanners of Fine Calf Leathers 
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UPTOWN SHOES 


—for the man about town 


A STAR BRAND SHOE 


RANK HIGH IN STYLE 


... and turnover 


; 


The “Statler,” in combination 
Brown and Straw Calf; pegged 
leather heel with rubber inlay 


lift; also No. 1974, bina- 
tion Black Calf-and Whive Elk F: STYLE, Uptown shoes 


is saat panera. B,C eet 
widths. Frice............ 5 
respond to the call of the 


SL man of 1931... and priced at 


A complete specialt ‘ 
ee sdGhdhene” five and six dollars, they fit his 


50 bers for Men— e 
37 to retail at $5.00— pocketbook as well as his feet. 
13 to retail at $6.00. 


15 b for Bo 
sink Cauthe.be retest On top of that, Uptown shoes 
at $3.50 and $4.00. 

Solid leather construction. are money makers for the mer- 


Complete floor stocks. 


chant, since they show an aver- 


age mark-up of better than 35%. 


ROBERTS. JOHNSON § RAND 


ranch _of international S 





St. Louis, Mo. 


“*STAR BRAND SHOES ARE BETTER’? 
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YOU CAN’T BEAT THE NAME 























REAL SALES VALUE 











You know that the name of a famous shoe manufacturer on a pair 
of shoes helps you make a sale. 


Why not have more help by adding the name GOODYEAR—on the heels? 


By sheer volume of advertising, the name Goodyear is known to 
more people than any name you could put on a pair of shoes. 


By sheer volume of annual business—Goodyear is the best-known 


name in rubber. 


Most people like rubber heels. That’s shown by the fact that most 
people wear them. And millions more people walk on Goodyear 
Wingfoot Heels than on any other kind. 


Put 2 and 2 together — in these days when every proof of value 
helps you get more sales. Give your customers what they 
want — rubber heels. Give your shoes the greatest name in 


rubber — Goodyear. 


WINGFOOT HEELS 
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TRUE RTIONS 








ee ae 


hen you use COORDINATED [ASTS 
and PATTERNS 


Nature maintains the same proportions in the small, 

medium, and large sized foot. It is now possible, through 
the Coordinated Last and Pattern system, to maintain the same true pro- 
portions of the human foot in the successive sizes of footwear. The Co- 
ordinated Last and Pattern system is an outstanding shoemaking achieve- 
ment that gives to all sizes of footwear the best fitting qualities that genius 

can provide — True Arches, True Heel Heights, True Heel Treads, and a 

True Toe Spring. Uniformity of model appearance in every size means 


stronger style appeal. 


UNITED LAST COMPANY + BOSTON + MASS. 
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TWO NEW OUTSTANDING 
SERVUS SPORT SHOE NUMBERS 


























The progressive spirit which has made 
“SERVUS” a leader in the production of 
canvas rubber-soled sport shoes is again 
demonstrated in the creation of these two 
popular price models. These outstanding 
values make possible unusually attractive 
retail prices together with greatly increased 
dealer profits — the ideal combination. 


Made with Suntan 
The RUNFAS or White Duck 
upper — Brown saddle strap and trim — Brown 
dual foxing and toe cap — Heavy Brown sole with 
new “cut-out” design — Sizes for men, boys, 
youths and little gents. One of the biggest values 
of the year and a shoe that will sell against any 
competition. 


“Servus Makes the Most Colorful Sport Shoes 


in America” 


The 
SER-SQUARE 


Made with White, Brown or 
Suntan duck upper — Black 
trim and foxing — heavy Tan 
sole — a rugged, well-built 
shoe that will win trade and 
hold it. Furnished in sizes for 
men, boys, youths, little gents 


! and women. 
e @| e r . «and sharing the popular- 


ity with “Runfast” and “Ser-square” in the 
1931 Servus Line — there is a model to meet 
every athletic need and every one is a sure-fire 


e 
seller and profit maker. 
e : Nn g Write today for catalog and details regarding the Servus 


sales-winning program. 


SERVUS RUBBER COMPANY 


Manufacturers of Canvas Rubber-Soled and Waterproof Footweai 


ROCK ISLAND, ILLINOIS, U. S. A. 
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YOUR BOYS BUSINESS 


HOLLANDS 
Popular Sport Oxfords 


They have the “gimp”—and hard knocks don’t phase them. You don’t 
gamble with quality nor with your reputation when you depend upon 
HOLLAND shoes, backed by over twenty-five years of consistently good 


shoemaking. .. . 


and sold to the foremost merchandisers in the large cities all over the 
country. 


HOLLAND SHOES are the only shoes for boys having this incomparable 
group of features: Molded insoles that fit the contour of the foot, and are 
perspiration and crack proof; molded arch feature to remedy or prevent 
arch weakness; right and left pattens for superior fitting; no breaking-in 
required; no chance for callouses to form. 


IN-STOCK LINE INCLUDES 


BIG BOYS to retail at $6.00 
BOYS to retail at 5.00 
GENTS to retail at — 4.00 


1502—Boys’ Black and White 571—Boys’ Brown Combination, 
Combination Blucher Oxford. Ventilated Oxford. pos Sport 
Leather Sole. Wingfoot Rubber Sole and Heel. 15 Correct Toe 
Las 


©, D -s 


571 Boys B, ; 
Boys’ B,C, D, 1 704 Big Boys’ g co, D, 6%. 


aw GD. 11 -18% ‘572 °Gents’ "OD 11 13% 


G 
1508—Same a Brown Combina- 
tio 


567—Boys’ Black and White 597—Boys’ Brown Blucher Ox- 
Combination Blucher Oxford. Avon ang —_—" Sole. 15 Correct 


rt Sole and Heel. 28 Colle- 
Big Boys’ > Cc, D, 8%- s 
Boys’ B.C. D, 1 
Gents’ B, C, D, 11 “18% 


565—Same in Brown 
tion. 


HOLLAND SHOE COMPANY HOLLAND MICHIGAN 
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